assics 


music 


flight 


econd 
is the 
ris an 


ntator 


NITY! 
; they 
OW, a 


k, any 


nming. 


CHICAGO 


PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 
DEL. 1337 


ie 


Advertisin Ag 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1948 by Advertising Publications, Inc. 


NEW YORK 


330 WEST 
FORTY- 
SECOND ST. 


LO. 4-2737 


A 


Vol. 19, No, 35 . 


August 30, 1948 


15 Cents a Copy, $3 a Year 


Rough Proofs Harry Luce Sets Forth 
to ‘Fashion New World’ 


“Years ago,” said Mr. Smith, 
of Brooke, Smith, French & Dor- 
rance, “we asked ourselves, ‘What 
makes sucessful advertising agen- 
cies successful?’ ”’ 

That’s easy—the clients. 


A new novel on public rela- 
tions is said to reveal “the hokum 
behind the headlines.” Wonder 
if the publisher knows the highest 
priced p.r. talent know how to 
keep their clients out of the head- 
lines. 

ee < 


Merrill Lynch, Pierce, Fenner & 
Beane will have Dr. George Gal- 
jlup as the star of their new tele- 
vision show, which positively will 
not be called “We the People.” 


7 7 F 


Station WLOU will start broad- 
casting from the capital of Ken- 
tuckiana Sept. 20, and it should 
start the proceedings by playing | 
a nostalgic little number called 
“Louisville Lou.” 

, = 3 

The sweater girl craze boomed 
the brassiere business about 500%, 
reports the world’s greatest adver- 
tising journal. 

Strange it took so long to dis- 
cover the obvious facts. 


ae 


“We thought it best to have 
some visible advertising,” says 
James Hill Jr., explaining Sterling 
Drug’s increased use of prinied 
media, but the television boys 
may figure he’s leading with his 
chin. 

,- = F 


The WCTU will be pleased 
know that the Demon Rum is on 
the run. Puerto Rico exports of 
the potent potion to the U. S. are 
nly 3.5% of the total five years 
ago. 


to 


, v 


You may not find Jane Russell, 
the gorgeous gal of “The Outlaw,” | 
starring in many films, but she’s 
Jlossoming out in a star role in 
plenty of ads these days. 


~ woe 


In spite of the fact that Ed/| 
Madden can prove by the statis- 
ties that color in advertising is 
verrated, the publishers have to 
keep on buying bigger and better 
color presses. 


a ae 


“Eight per cent of families save 

money,” headlines ADVERTISING 
AcE, but it would be a tittle more |! 
to the point to indicate that 92%, | 
in spite of high prices and high | 
‘taxes, do save something out of, 
‘heir incomes. 


7, F F 


The maker of Weather Winky | 
snow suits did everybody a good 
tuen by breaking the initial four- 
cclor magazine page during the 
httest week of the year. 


, = F 


The Chicago White Sox are last 
n the American League, but after | 
knocking off the Cleveland In-| 
Hians three straight, they are first 


1: the hearts of Joe McCarthy and 
13s Boston Red Sox. 


' 


Copy Cus. 


| Ocala. 


| Detroit’s 


Supersalesman 
Joe Louis Pushes 
Joe Louis Punch 


New Yorx—tThe All - American 
Drinks Corp., now merchandising 
its Joe Louis Punch in 34 domes- 


|tic and foréign markets, will move 


| 


into Florida, California, Toledo 


‘and Detroit by Christmas. 


Major advertising campaigns 
are planned to pave the way for 
the invasion. A teaser drive to 
alert potential buyers in Detroit 
and Florida, both areas considered 
good territory for All-American’s 
products, will break in mid-No- 
vember. 


The Joe Louis Bottling Co. of. 


Florida is building a plant at 
Dr. L. R. Hampton, a 


Negro dentist, is a principal owner. 


Location of a site has delayed the} 


construction of the Detroit plant, 


expected to be in operation by 
late December. 
William B. Graham, president 


of All-American, says the com- 
pany will spend from $25,000 to 
$50,000 to get Joe Louis Punch, a 
grape drink, off to a healthy start 
in Flerida. A _ transcribed pro- 
gram, featuring King Cole, one of 
several entertainer stockholders, 
will be aired on local stations 
Newspapers and spectaculars also 
will be used. 


Louis to Stage Bouts 


Joe Louis, the company’s Num- 
ber One salesman, will arrive on 


|}the scene to bring the introduc- 


tory ceremonies to a close. He 
will stage exhibition bouts, make 
public appearances at children’s 
meetings and veterans’ hospitals, 
and be guest of honor at “Joe 
Louis Day” celebrations. 

This formula, which the com- 


pany has found highly success- 
ful, will be repeated in other 
lareas as All-American’s punch, 


other fruit drinks, ginger ale and 
sparkling water are introduced. 
introductory advertising 
budget will be as large as that 
for the entire state of Florida. 
Louis, one of five major stock- 
holders in the firm (now one of his 
principal business interests along 
with real estate and life insur- 
ance) is expected to spend several 
(Continued on Page 41) 


More Babies... 


and other private items 
in ‘Getting Personal’, 


Page 16. Other features: 


Ad-libbing 
Advertising Market Place 


Creative Man's Corner 20 
Department Store Sales 29 
Editorials 12 
Information for Advertisers 12 
Obituaries oe 44 
Photographic Review 31 
Private Lines 37 
Salesense in Advertising 38 
The Pay-Off 14 
Voice of the Advertiser 34 
You Ought to Know. . 22 


Time, Inc.'s, Editor 
Has Plenty of Fervor 
and Tools for Job 


By LAWRENCE M. HUGHES 


New YorK—Most editors think 
they have done quite enough when 
they have met the interests of 
/enough readers to attract enough 
advertisers to pay the wages of 
| all concerned, with a bit left over 
|for the stockholders. 

Henry Robinson Luce does not 
/employ this pattern. He empha- 
| sizes that he never was and never 
'will be merely a “paper con- 


| 
| 


ing readers—to ascertain what 


they think are their needs and de- 


sires and then to meet them—but 
in leading them toward ends 
which he thinks are worth while. 

For the first 25 years of Time, 
'Inc., he was an editor who wanted 
also to be a teacher. And for the 
next 25 years he will be a teacher 
more skilled at the editorial ap- 
proach to the job. 

He and his associates have 
learned how to make millions like 
what they offer. 

Thus you might say that, in ad- 
dition to a phenomenal journal- 


istic achievement, they have ad- |} 


ded quite a lot to the art of teach- 
ing. 
Complex, Unpredictable 


A synonym for 
this case might be “crusading.” 
Harry Luce an earnest man. 
Because he is also complex and 
unpredictable, people who know 
him and who have tried to in- 
terpret him disagree as to the pre- 
cise manner of man he is and 
where he may go from here. 

Because he exercises probably 
more power over the minds of 
other men than any other private 
individual in the world, he has 
been called, among other things, a 

(Continued on Page 26) 


“teaching” in 


is 


| verter.” He believes not in follow- | 


AUTUMN DRIVE—Thor Corp.'s | |-week 

fall drive will use copy like the above 

in 83 papers in 66 markets, plus mag- 

azine and trade publication advertising, 

through Earle Ludgin & Co., Chicago. 
(Story on Page 8.) 


| 


Declining Profits 
Swing NAMP Aim 
fo Paper Cost 


Publishing Squeeze 
Tighter as Paper 
Makers’ Profits Zoom 


New YorK—Last week, the of- 
fices of Peat, Marwick, Mitchell & 


Co., Manhattan public account- 
ants, were whirring as the com- 
pany tabulated the results of a 


paper questionnaire mailed to the 
members of the National Associa- 
tion of Magazine Publishers. 

In order to assure the anony- 
mity of the publishers who re- 
plied, NAMP had gone to great 
pains. So great that where the 
accountants found an obvious er- 
ror in any publisher’s computa- 
tions, the NAMP could only guess 
what publisher it might be by 
such common clues as postmarks 
and postal stations. The question- 
naires were uncoded. 

These questionnaires were 

(Continued on Page 42) 


the 


Last Minute News Flashes 


| Bell & Howell Enters Still Camera Field 


Cuicaco—The Bell & Howell Co., pioneer maker of moving picture | 


cameras and projectors, is entering the still camera field with a 35 


mm. camera on which $1,000,000 in research has been spent. 


A fea- 


ture is an automatic attachment which enables the operator to take 


a sequence of pictures without adjustment. 
closed that the camera will sell at $700 retail. 


A previous report dis- 
Advertising through 


Henri, Hurst & McDonald is several months away. 


Paramount Schedules Four Media for New Release 
New YorK—Paramount Pictures will use a combination of news- 


papers, 
Number.” 


magazines, outdoor and selective radio for “Sorry, Wrong 
Selective radio began to run here last week, 
tion for the picture’s opening early in September. 


in prepara- 
The magazine list 


is not definite, but will include a two-color page in the Sept. 28 Look, 


with others to be added. Newspapers, outdoor and 
used locally as the picture is distributed. 


mount’s agency. 


will be 
is Para- 


radio 
Buchanan & Co. 


‘New Presto Fry-Master Gets Big Push in Dailies 

Eau Criarre, Wis.—National Pressure Cooker Co. will launch the 
biggest black-and-white cooperative campaign in its history, begin- 
ning in the New York area and eastern seaboard on Sept. 9, when 


it introduces the Presto Fry-Master. 


Ads will appear in every city 


in the U. S. with a population of 50,000, breaking Sept. 23 in the Mid- 


west, Oct. 21 in the Far West and Nov. 4 in the South. 
ads will be “Now—Pressure Frying.” 


Minneapolis. 


Theme of the 
The agency is Melamed-Hobbs, 


(Additional News Flashes on Page 47) 


MS ily Pie SI et ees 


Chicago Survey 
Shows Television 


Cuts info Movies 


83°% of Respondents 
Like Video Ad Plugs; 
Sport Shows Favored 


Cuicaco—Television set owners 
do attend the movies less fre- 
quently according to a pilot study 
| of the effect of video on social 
| habits of 331 Chicago families just 
| completed. 
| The survey, conducted by 
| Northwestern University market- 
|ing students under the direction 
of Dr. George R. Terry, disclosed 
| that movies and the reading of 
| books, periodicals and newspapers 
suffer most in homes containing 
television sets. 

The students obtained names of 
video set owners from cooperating 
|dealers who handle major brands 
|of receivers, and conducted 20 to 
| 30-minute interviews with house- 
|wives throughout metropolitan 
Chicago. 

Results of the survey show that 
the family: 


Less More 
Often Same Often 
|Goes to movies..200 130 1 
To ball games... 81 242 8 
To wrestling 
matches ...... 57 251 23 
To horse races.. 44 277 10 
Reads at home..112 210 7 
Has adult guests. 12 71 248 
Has child guests. 16 107 208 


Pattern Is Constant 

Whether the families are classi- 
fied by occupation, family income 
or the number in the family, the 
general pattern remains the same, 
except that where there are teen- 
aged children in the home, the 
tendency to entertain is greatest. 

Most popular programs for the 
man of the house are sports shows 
by a wide margin. More than 
80% of the males in the 331 
homes like sports programs best, 
as do a high percentage of the 
teen-age group. 

Interestingly enough, the lady 
of the house also prefers sports 
;programs. Almost one-third of 
the feminine respondents named 
sports shows as their first prefer- 
ence. Not too far behind, however, 
were movies and variety shows. 
Small children, who appear to be 
the most avid video fans,, prefer 


special children’s shows over 
marionettes. 
Chicago has some 30,000 sets 


installed at the present time. Only 
two stations are operating. There 
are as yet no network shows, 
nor any big budget operations. It 
is significant, therefore, that while 


sports occupy a relatively large 
portion of the broadcast time, 
there has been little slackening 


of interest in programs broadcast. 
Work Habits Changed 


When the sample was divided 
(equally) into those who had re- 
ceivers before Easter and those 
who purchased sets since that 
time, almost all the percentage 
figures are found to be practically 
identical. 

That video has 
work habits of more 


the 
one- 


changed 
than 
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third of the video families also 
is apparent from the survey. 
Fifty-nine respondents say that 
they have altered their housework 
in general, 18 have shifted dish- 
washing habits and 10 have 
changed the meal time. 

People who have _ purchased 
video sets are overwhelmingly 
Satisfied with the mechanical op- 
eration of their sets. Only 54 of 
the 331, or about one out of six, 
were not satisfied—36 of them 


because of poor reception, but only | 


three because of repair service 
difficulties. 


Like the Commercials 


The survey showed that people 
in three age groupings prefer tele- 
vision to radio: 
it 34 to 1, teen-agers prefer it 
11 to 1, and adults prefer it 5 to 1. 
In addition, video was voted more 
enjoyable in general by a margin 
of eight to one. Radio, how- 
ever, polled a slightly higher vote 
when it came to the question 
“Which offers better programs?” 


Children prefer | 


The score was 167 for radio and/|respondents offered a choice of 
video 150. | reasons. 


Most gratifying to advertisers | erm Ineeme Ci 


was the vote of confidence for 

video commercials. Eighty-three| The random sample was broken 
per cent said that they liked tele- | down into the four accepted cen- 
vision commercials. When asked | SUS income classes (under $2,000, 


if they particularly enjoy or dis- | $2-4,000, $4-6,000, over $6,000). 


like any one commercial, 36% vol- | It was discovered that about one- | 
untarily named the Lucky Strike third of the set owners had in-| 


plug as their favorite. Commer- | comes of from $2-4,000, another 
cials for Kool cigarets landed in| third between $4-6,000, slightly 
second place with 9% of the votes. | less than one-third in. the high- 

There was no attempt to weigh | est income bracket and a scatter- 
the answers against frequency of| ing in the lowest income group. 
showing. Significantly, although| Dr. Terry says that the survey 
83% liked commercials in general, | will be conducted on a continuing 
37% of all respondents denounced | basis in the Chicago area, to de- 
‘one commercial aired by a local | termine whether attitudes toward 
brewery. | the medium change in time with 


general were: too amateurish, too expects to schedule the studies at 
/much repetition, too long and too | six-month intervals, with the next 
/much liquor advertising, in that | one set for late this year, when 
‘order. Reasons for liking com- | forecasts estimate 60,000 sets may 
|/mercial, were: newness, good visi- | be in operation. 

bility, entertainment and interest, | An overwhelming majority of 


|in that order. In no case were | owners feels that the present pro- 


—, 
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He’s all broken up ‘cause he overlooked how 
The Des Moines Sunday Register covers lowa! 


Better pull himself together 


schedule! Because without The Des Moines Sunday 
Register, he’s missing the whole state of lowa. 


The Des Moines Sunday Register reaches more 


than half the families in 81 of the 


with at least 27% coverage in all the rest. 

That's a lot of circulation—500,000 in fact. Only 
nine other cities have papers that size. 

But, most important, it’s state-wide circulation. 
The Des Moines Sunday Register reaches buyers all 
over lowa—70% of the total—and wraps them up in 
a single package for a milline rate of $1.70. 


and revise that 


‘THE DES MOINES 
REGISTER anv TRIBUNE 


H -* & aS 
99 lowa counties— irae eS 
>: ne 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA'S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


Basic Member American Newspaper Advertising Network 


Reasons given by the 17% who| the introduction of new stations | 
said they disliked commercials in | or because of other factors. He | 


Advertising Age, August 30, 194! 


| gram length of 20 minutes is ideal. | 


| Less than 5% feel it is too short | 
}and an equal number feel that it) -— ~ 
|is too long. With movies or'| e 


sports events, however, the view- 
ers are quite willing to sit it out, | 
|}even if the telecast should run | 
/two hours. 


To Increase Sample Size 


In future survey operations, it | 
is expected that the size of the | 
|sample will be increased, with 
|the possibility of a continuing 
|panel at the base of the larger | 
| sample and a control group also | 
|in prospect. | 
| Results of the survey corre-| 
/spond almost exactly to a similar | 
| project conducted by Hofstra Col- | 
lege, Hempstead, L. I. Using a/| 
sample of 137 television homes, | 
|in Nassau County, L. L, the Hof-| FIRST FLIGHT—This copy in eastern 
stra group found 59% attending | 2nd New England newspapers heralded 
movies less frequently, radi o| the arrival of Standard Brands’ new in- 
listening down 26% in the day- | boar ig 3 ancy | for - tea. J. 
time and 68% at night, and read- Sy eee veh) TS SONNY. 
ing down approximately 20%. 


Also, 91% of the Hofstra group | Print Study on Co-ops 
declared that they liked video|jn Petroleum Industry 


commercials. | “Coo : ' 
peratives in the Petroleum 
The results of the study super- | Industry” has been published by 
vised by Dr. Terry in Chicago} the Petroleum Industry Research 
show that the average size of the | Foundation, New York. The four- 
audience in homes (which have | part study, sponsored by the Em- 
80% of the receivers here) corre-| pire State Petroleum Association 


|| No kettle to fill....No water to boil 


|church groups of all denomina- 


family. Although some members | Association, is priced at $3. 


of the family are not in the audi- 
ence, guests roughly balance out 
the number of viewers to the size 
of the family. 

Another trend in the midwest- 
ern market is the tendency of 


tions to purchase video sets and 


The parts cover: “Observations 


on the Cooperative Movement,” 


by Ludwig von Mises; “Petroleum 
Cooperatives in Action,” by K. E. 
Ettinger; “Exemption of Coopera- 
tives from Federal Income Taxa- 
tion,” by Robert H. Montgomery 
and James O. Wynn, and “What 
the People of Co-opland Think of 
Petroleum Cooperatives,” by 


install them in the basements. 


| Barry Wall. 


Plan Premium Exhibit 

The premium and advertising 
specialties exposition, sponsored 
| by the Premium Advertising As- 
sociation of America and the New 


Rubicam as CED 
York Premium Club, will be held 


R 

esearch Head 

| is | at the 71st Regiment Armory, New 
| New York — Philip D. Reed,| york, Sept. 20-24. Products for 


| 
| chairman of the board of the Gen-| premium use as well as advertis- 
|eral Electric Co., Schenectady, has | ing specialties of more than 200 
|been elected | manufacturers will be on display. 
Arthur Tarshis, president of Ex- 


chairman of the At i 
‘research and pol- | positions for Trades, Inc., is show 
manager. 


|icy committee of " eateries 
Adds Vilsack 


‘the Committee 

|\for Economic 

| Developme nt, Robert M. Vilsack, formerly 

/succeeding Ray- with M. W. Kellogg Co., New 

‘mond Rubicam, York, has wee sales . 
ment of Taylor orge ipe 

woes Wem aa Works, making his headquarters 

| in the Chicago plant. 


expired. 
Philip D. Reed | 


Reed Succeeds 


At a New York 
press conference, 
W. Walter Wil- 
liams of Seattle, chairman of CED, 
and Mr. Reed announced a new | 


program to which the CED will 
devote its immediate research | 


studies on the following phases of | 


our economy: (1) Safeguards| 
against extremes of economic in- | Q lJ F ST | 0 N § 
stability (fiscal and monetary pol- 


icy to combat inflation and de- | 
flation); (2) How to raise real | 
wages—money wage rates vs. real | 
| wage rates vs. real labor incomes | 
| (putting more purchasing power | 
| in the pay envelope); (3) Federal | 
|tax policy for 1949; (4) Interna- 
| tional economic readjustment; (5) 
|Allocation of resources in a de- 
fense economy; (6) How to keep 
|our economic and individual free- 
'doms in a garrison state. 
Policy statements embodying | 
‘the findings and recommendations | 
‘of the business men comprising 
the CED research and policy com- | 
mittee will be issued upon the | 
completion of each of these stu- | 
dies, Mr. Reed said. 
In this connection, Mr. Reed re- 
vealed that a subcommittee under 
the chairmanship of J. Cameron 
Thomson, president of Northwest | 
Bancorporation and chairman of 
the subcommittee on federal tax 
and budget policies, has been 
working on the subject of “safe-| 
guards against extremes of eco-| 
nomic instability’ for more than 


| What do you wish people 
to believe about your 


business? 


Whom do you wish to 
hold these beliefs? 


The answers are the 
fundamentals of profitable 
advertising. 


IT DOESN’T PAY 
TO ADVERTISE ... 
Unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N.Y. 


a year. 
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America’s major weeklies ? 


Picts figures shown are based on the new 1948 
Magazine Audience Group Study. This group consists of 
7 of the nation’s leading research authorities, including 
the directors of 3 national polls and experts in marketing, 
population trends and statistical analysis. All field work 
is done by one of America’s largest and best-known 
research organizations. Complete details are available to 
advertisers or their agencies on request. Write to Loox, 
511 Fifth Ave., N. Y. C. 


What magazine has the 2nd largest 
audience in the top 60% economic level? 


Life 


20,513,000 people 

Y LOOK ____ 11,998,000 people 
Post 11,792,000 people 
Collier’s_____ 7,539,000 people 


In any combination oa 2, 3 or 4 major weeklies, 
which of these adds the greatest number 
of unduplicated readers per dollar? 


yY LOOK __ in any combination, lowest cost 
per thousand added readers 


Ch _ 25°. —32%° more than LOOK 


per thousand added readers 


Post —_——— costs 564¢—71% more than LOOK 


per thousand added readers 


Collier S costs 40°: —84°% more than LOOK 


per thousand added readers 


*The Magazine Audience Group 
limits itself to basic audience fig- 
ures. To provide advertisers with 
comparative costs, LOOK has ap- 
plied the latest audience figures 
against advertising rates for black 
and white pages. 
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What magazine has the 2nd largest 
audience in America today? 


Life 27,572,000 people 
Y LOOK 17,439,000 people 
Post 15,702,000 people 
Collier’s 10,341,000 people 


Which of these magazines is the 
only one to gain readers in the top 20%? 


lw Increase or decrease since 1947 
LOOK +10% +417,000 people 
Post 
Life 


Collier’s-27%- 1,011,000 people 


—2% —107,000 people 


—47% 


—341,000 people 


ie 
pees 
Sw 


Which of these magazines delivers the 


ee most readers per dollar?* 

i 

= Y LOOK 2,180 people 
Life 1,661 people 

iw Post ____1,402 people 

, Collier’s__1.293 people 
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Heyden Names Douglas — 


Charles V. Douglas, former New | 
York district manager of Diamond 
Alkali Co., has been appointed as- 
sistant to the vice-president in 
charge of sales of Heyden Chemi- 
cal Corp., New York. 


Van Sant Promoted 


L. S. Van Sant, account enece~ 
tive with the Pacific Coast divi- 
sion of the Bureau of Advertising, | 
ANPA, has been named sales) 
manager of the bureau. 


Industrial Admen Elect 


Les Claxton, Kellow Brown Co., 
has been elected president of the 
Industrial Advertising Association 
of Southern California. Don Han- 


|son, Oil & Gas Journal, has been 


named vice-president, and Wil- 


liam F. Mills, Fellow Publishing | 


Co., has been appointed secretary- 
treasurer. 


Plans Test Campaign 


Nash-Bayamon Corp., Bayamon, 


|Puerto Rico, manufacturer of 
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leather ring binders, brief cases ins Erwin ase 
and portfolio bags, will soon start| 2° WwW Y : DuMont ABC and 
a mail order test campaign in| _ Buell M. Brooks, formerly with r 


three Puerto Rican newspapers| Edward S. Townsend Co., Los An- 
and three local radio stations| geles publishers’ representative, . 
backed by direct mail. Ralph! has joined the media department le or sf 


Harris Advertising Agency, New| in the Los Angeles office of Erwin, 
York, handles the account. | Wasey & Co. ‘ 

aa aia Midwest Net Sh 
To Greenhaw & Rush Gets Hotel Account | l wes e OW 
| Greenhaw & Rush, Inc., Mem-| The Roney Plaza Hotel, Miami | ; 
phis, has been named to handle|Beach, Fla., has appointed John | Cuicaco—WGN-TV will be the 
‘the advertising of Hunter Fan & A. Cairns & Co., New York, to| first to offer network video from 
| Ventilating Co., Memphis. Maga- handle its national advertising and | the East Coast early next month by 
zines will be used. publicity. means of DuMont’s teletranscrip- 
tions. But ABC’s Station WENR- 


FARMERS hove streamlined production to feed the equivalent of 16 
million more Americans since 1940. Our population is due to increase 
still more. Farmers’ 22 billion dollars in cash, bonds and Main 


Street banks is going into better living—for them, and for you. 


Are you beginning to feel new-customer—new-market and profit—hungry ? 


Many businesses were—until they discovered the biggest new mass market 


opportunity of the 20th Century. 
They are finding it under the tank towers, under the town clocks, under one of New York’s top-rated 


the new Chamber of Commerce signs—in the Main Street towns of under 
25.000. Over half the families in America live there and on the surrounding 
farms. Over 80 million people buy there, enriched by seven years of record 
farm and town income and the resultant upswing in Main Street econo- 


my. enterprise and prosperity. 


and Main Street families in proportion to their number and awakened buying 
power? Join the hundreds of leading advertisers who are making sure 
through the pages of Farm JouRNAL and PATHFINDER. 


Pathfinder 


America’s 2nd Largest News Magazine. 
Ist on Main Street with 1,050,000 families 


Are you sure you are distributing your selling messages among farm 


~ 3,750,000 Families Who Buy on Main Street 


FARM JOURNAL, INC., Graham Patterson, President 


|TV will be the first to broadcast 
network shows here by coaxial 
cable, beginning Sept. 20, and 
NBC’s six-station midwestern 
| video net will make its debut the 
same day. 

Paul V. Mowrey, director of 
| television for ABC, had declared 
|earlier that American Broadcast- 
ing Company would take advan- 
tage of the FCC’s rule that no net 
could prohibit an affiliate from 

| taking shows from another net. 
1 | When WENR-TV begins broad- 

\casting from the Civic Theater 
/here, it will be hooked up with 
WBEN-TV, Buffalo (NBC); 
_NEWS, Cleveland, (Scripps-How- 
ard); and WSPD-TV, Toledo 
| (ABC affiliate). On Oct. 9, ABC’s 
|WXYZ-TV will plug in, with the 
| Detroit-Toledo link by microwave. 
| Initial programs to be aired by 
| the ABC network will probably be 
|“Breakfast Club,” “Ladies Be 
Seated” and “Welcome Travelers,” 
; all audience participation shows. 
The formal broadcast schedule 


BIGGEST BUSINESS IS RETAILING on Main Street, America. Filling the 
needs of 80 million farm and town folk keeps the ball of prosperity rolling. 
Everybody in town benefits. You do, too. 


tana 88049 | pening show with program pre- 
“E4490, views, a mobile pickup and vari- 
| ous local personalities. 


4 Stations in Common 


NBC officials, meeting here last 
week, also decided on Sept. 20 as 
the opening day for their six-sta- 
tion network, although the key 
station, WNBQ, Chicago, will not 
be on the air until later in the 
fall. Stations KSD-TV, St. Louis; 
WWJ-TV, Detroit; WTMJ-TV, 
Milwaukee; WSPD-TV, Toledo: 
f|WNBK, Cleveland, and WBEN- 
2 Buffalo, are part of the web 


| 


As the matter stands, both NBC 
and ABC will begin using the 
, |same station in Toledo and Buf- 
|falo, and ABC may also complete 
|negotiations with two other NBC 
@ | affiliates, giving both nets four 
§|stations in common. As AA went 
ito press the problems involved 
were still unsolved. 

And while the nets were vying 
|for the first coaxial show, WGN- 
|TV announced that it had signed 
|an agreement with DuMont to be- 
'come the exclusive Chicago out- 
‘let for DuMont network-origi- 
‘nated programs. 
| The first operations under th« 
‘new contract will begin early i: 
/September, and on Sept. 26, Olc 
'Gold’s “Original Amateur Hour,’ 


shows, will become a regular fea- 
iture by means of teletranscrip 
tions, a double system process 0! 
‘reproducing off the cathode ra) 
| tube. 


| Cohen Promotes Two 


Viola Nolan, formerly in the 
|media department of the Harry B. 
Cohen Advertising Co., New York, 
| has been appointed assistant radio 
|time buyer. Jeanette LeBrecht, 
,also in the media department, has 
| been named space buyer. 


Farm Journal 


BIGGEST in the Country—with 
2,700,000 subscriber-families 


To St. Georges & Keyes 


Jack Fitzgerald, former director 
of special events for the New 
York State War Finance Commit- 
tee and field director of the Amer- 
‘ican Heritage Foundation, has 
joined St. Georges & Keyes, New 
York, as research director. 


Resigns Plymouth Rubbe: 


Alley & Richards, Boston, ha: 
resigned the account of _ the 
Plymouth Rubber Co., Canton 
| Mass. 
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ode ra; drawing by Mahrea Cramer Lehman, is a natural authority on black and white. 


- For many years Mrs. Lehman has taught pen and ink drawing, 


in the 
7 > lectured about it to interested groups, and experimented with the wide 
int radio 
eBrecht, 


ent, has range of technical effects in this versatile medium. Here she illustrates, by way of reminder, that 


>yes pen and ink plus engraver’s screens and skill provide a palette of tones 
director 
he New cis , ; 

Commit- for advertising art. At C, M & H we give respectful and 
e Amer- 

on, has 
ees expert consideration to line and benday engravings. 
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Canton COLLINS, MILLER & HUTCHINGS, INC, cuicaco PHOTOENGRAVERS 
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Mrs. Roosevelt, 
Daughter Start 
ABC Show Oct. 4 


New York—Mrs. Eleanor Roose- 
velt and her daughter, Anna Boet- 
tiger, will discuss the latest in 
fashions, literature, education, the 
theater and world events for ABC 
audiences starting Oct. 4. 

Queries from potential sponsors 
began to pour into ABC as soon as 
the announcement of the new 15- 
minute daily program was made, 
and the network expects to have a 
backer signed before the broad- 
cast debuts. 

The program was packaged by 


PUBLICATIONS FOR PREMIUMS 


Publications make ideal a agg because of 
Low cost, Unlimited Variety, Prompt Delivery 
Popular Acceptance, Known Retail Values 
and Prices. 

Comic Books, 100 news stand editions for 

the kiddies 

For Adults—-lic and 25¢ pocket size books 

and magazines, detective, murder, mystery, 

adventure titles—movie and love story magazines. 


PREMIUM PUBLICATIONS 
412 Greenwich St. New York City 


a new firm, Masterson, Reddy & 


Nelson. Mrs. Boettiger’s share of 
the show will originate from 
Hollywood. Mrs. Roosevelt will 


broadcast from wherever she is at 
the moment; during her stay in 
Europe with the United Nations 
General Assembly, her remarks 
will be short waved to America. 
ABC declined to disclose the 
cost of the show to an advertiser, 
but the package price was esti- 
mated at upwards of $3,000 
weekly, plus the time charges. 


K&E Names Bodec 


Ben Bodec has joined the radio 
department of Kenyon & Eck- 
hardt, New York, as talent buyer 
and assistant in program develop- 
ment. An associate editor of Va- 
riety, he recently ended a 14-year 
association with that publication. 


Appoints Niemeyer 


L. H. Niemeyer has been ap- 


| pointed sales manager of the Ten- 


Cedar 
canned 


der-Sweet Sales Corp., 
Rapids, distributor of 
vegetables. 


Adirondack Homes 
Starts Prefab 
Housing Group 


Cuicaco—Some 25 manufactur- 
ers of prefabricated housing, com- 
posing more than half the total in 
this country, last week committed 
_themselves or were reported ready 
to commit themselves to joint op- 
erations aimed at rejuvenating the 
badly drooping industry. 

The joint program, calling for 
cooperative purchasing, marketing 
and promotion by this group, was 
outlined by Harry Levey, presi- 
dent of Adirondack Homes Co., 
N. Y., and Marshall Bachenheimer, 
vice-president of the Chernow 
Co., agency for Adirondack, at a 
two-day conference here attended 
by 20 prefab manufacturers. By 
the closing day, 12 manufacturers 


had signed contracts with Adi- 
rondack to participate in the pro- 
gram, and 12 to 14 others were 
ready to sign, Adirondack claimed. 

Under the program, to be ad- 
ministered by Adirondack, manu- 
facturers become members of a 
group tentatively named the Na- 
tional Association of Adirondack 


Homes Manufacturers, and agree | 


to make several standardized Adi- 
rondack homes and to contribute 
to a joint promotional budget to 
advertise these homes nationally. 


12 Companies Sign 


The plan is to work like this: 

To eliminate high shipping costs 
—a basic industry problem — all 
orders for new houses will be al- 
lotted geographically, with each 
manufacturer taking orders only 
for sites in his area. For large 
projects and for export, several 


|/manufacturers will be selected to! 


produce. 


Each manufacturer will set his | 


own prices in conformance with 
laws on price fixing and restraint 


Do your dealers think your 
Indoor Display will help 


their business 2 


OU don’t need a special survey to find out. Your percentage of 
orders from dealers will tell you quickly. Your percentage of use 
is an infallible check. The reason ts plain. The dealer is friendly 
toward display material whenever he thinks it will help his 
business. He orders not to do you a favor, but to do a favor to himself. 


If your displays are ringing the bell — you can 
be happy. If they don’t win dealer appreciation, 
you Il be keen to do something about the matter. 


If dealers — your dealers 


- think your display 


material will help their business on your line, 
they won't have to be cajoled into ordering and 
using. And, if by any bright flash of thought, 
they think your sales idea will help spark sales 
for other items, they will be swift to get it into 
action. This has been proved again and agai 

Dealers are grateful for material that sparks sales! 


If your display material has ever rung the bell 


this way you know it 


and your dealers won't 


forget it. They will be on the alert for your 


next idea. 


Even experienced display men sometimes forget 
to broaden their base by canvassing collateral 
sales possibilities. Dozens, perhaps thousands, 
of such generous opportunities are overlooked 
in planning dealer display material. 


It’s as simple as all get out. If your display 
materials contain a selling ¢dea and the dealer 
can see it, you're helping him. And isn’t that 
what dealer display material is for? 


McCandlish works with advertisers in two ways: 


finish. pS 


1. We originate displays on request 
and carry them through from start to 
We work with advertisers 
and advertising agencies who have 
already developed their display 


reproduction. 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail construction department, plus 
our special ability to give faithful 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS &% ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


Advertising Age, August 30, 1948 


of trade. He will be free to back 
up the cooperative national adver- 
tising with use of newspaper and 
other local media. 

Of 20 manufacturers attending 
the meeting here, seven signed 
‘contracts. With five others who 
had already signed, the total was 
thus brought to 12. 

Those signed are Skill-Craft 
Homes, Akron; Strathmore Co., 
Detroit; Cozy Cottages, Columbus, 
and its affiliate, Tibbals Flooring 
'_Co., Oneida, Tenn.; Housemart, 
Inc., Cleveland; Combs, Inc., Ot- 
tumwa, Ia.; K&M Corp., Norfolk; 
U. S. Homes, Marietta, Ga.; Forest 
City Material Co., Cleveland: 
Johnson Co., Sharon, Pa.; Ten- 
nessee Lumber & Coal Co., Oneida, 
Tenn.; and Simpson County Lum- 
ber Co., Maden Hall, Miss. 


Kaiser, Homasote Decline 


Among the biggest of the 13 
|manufacturers at the conference 
who declined were Homasote Co., 
Trenton, N. J., and Kaiser Com- 
munity Homes, Los Angeles. 

The program, Mr. Chernow said, 
will be in operation “strongly” by 
the first of the year and a national 
campaign using magazines, news- 
papers, outdoor and direct mail is 
|planned to begin in February or 
March. Although details of the 
method of contribution to the 
budget have not been settled, it is 
probable that each manufacturer 
will contribute a percentage of his 
sales or a fixed amount for each 
house he sells. 

A plan similar to Adirondack’s 
'was developed several years ago 
but was abandoned because of 
financing problems. The current 
plan may have somewhat easier— 
but certainly not easy—going on 
this score because of easier credit 
terms authorized this year by 
Congress in the Housing Act. 

Under the act, a prefab manu- 
facturer now can borrow money 
'from the government on purchase 
contracts made with dealers and 
the government will insure 90% of 
the cost. Formerly, the govern- 
ment would guarantee a loan to a 
prefabricator only after he had 
arranged for sale of a completed 
house. 

Although the majority of con- 
ferees here declined to enter the 
group at this time, all agreed that 
the industry is in “terrible shape,” 
the number of prefab manufactur- 
ers having decreased from more 
than 160 at the end of the war to 
fewer than 40 at present. 


Levey Urges Mass Buying 


Urging the manufacturers to lift 
themselves from the doldrums by 
means of his plan, Mr. Levey said: 
“The only excuse for building 
houses in a factory is that you can 
do it better, cheaper, faster—when 
you have volume production. Our 
industry will limp along and fall 
by the wayside if we persist in 
our present methods. 

“The success of our business is 
in mass production and mass dis- 
tribution on a national scale sim- 
\ilar to that of the automobile in- 


dustry. To achieve this, the in- 
dustry must organize for mass 
selling, mass buying and mass 
publicizing.” 


'Velochi Promoted 


Tony Velochi, in the classified 
department, has been appointed 
classified advertising manager of 
the Advertiser and _ Journal, 
Montgomery, Ala. 


Gets Bakery Account 

| ‘The Miami office of Frant Ad- 
| vertising has been named to han- 
| dle the advertising of Fuchs Bak- 
| ing Co., South Miami, Fla., baker 
| of Holsum bread, effective Sept. 1. 


| YSHO Names Guzman 


| YSHQ, San Miguel, San Salva- 
| dor, has named Melchor Guzman 
|Co., New York, as its United 
States and Canadian representa- 
tive. 
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“If I had time to read 
only one publication 
in the field, it would 
most certainly be 


Advertising Age” 


Says 


HENRY G. LITTLE 
Executive Vice-President 


CAMPBELL-EWALD COMPANY 


e 
e 
“As a source of news of the advertising world, Advertising Age e HENRY G. LITTLE, as Executive Vice-President 
e and General Manager of Campbell-Ewald Company, 
is indispensable to me, and I’m sure a great many other adver- . Detroit, is the man behind the advertising of Chev- 
* rolet automobiles. Now rounding out thirty years 
tising and agency executives must feel the same way about it. - in the advertising business (twenty-one of them with 


_ ; ; Lord & Thomas), he has occupied his present top- 
Your coverage of every phase of our business is most com- flight position since 1944, Noted for his outstanding 


campaigns—among them the hard-hitting Kelvina- 


plete—complete to the point that if I had time to read only 


tor promotions of a few years back—his chief re- 

, . , " , ‘ sponsibility today is the direction of the agency's 

one publication in the field, it would most certainly be sine J Juv hwnd 
service to Chevrolet. Nevertheless, he has found 

Advertising Age. My heartiest congratulations to you for time to be active in the affairs of the Four A’s 
and presently is a member of The Joint A.N.A.- 
A.A.A.A. Committee, Chairman of the Michigan 
Council of the A.A.A.A., and Ist Vice-President of 


the Detroit Adcraft Club. 


the unusually fine service you are rendering the adver- 


tising business.” 
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Detecto Drive Starts 


Detecto Scales, Inc., New York, 

will promote a new line of alumi- 

. num hampers beginning in Sep- 
tember with ads in American 
Home, Better Homes & Gardens, | 

Good Housekeeping, House Beau- | 

tiful, House & Garden, Life, Look, ’ 

pom York Times Magazine and| Cuicaco—Thor Corp.'s board 
Woman’s Home Companion. Louis | Chairman, president, and three 


M. Cottin & Co., New York, is the | Vice-presidents are touring the 
agency. 'country making personal presen- 


tations of the company’s fall ad- 


i vertising promotion to branch and 
: Jewelers Form Ad Group |distributor salesmen. 


a The Jewelry Industry Council | ‘ 
. has formed a meanial colguaittee to| The ll-week fall campaign, 
work with the retail division of|Which is expected to boost Thor's 
the Bureau of Advertising, ANPA, | "48 budget to the $1,250,000 mark, 
5. ; New York, to help create a service | will use 83 dailies in 66 selected 
: that will give retail jewelers a| markets, plus two-color pages in 
' monthly timetable of promotion. Better Homes & Gardens, Life, 

opportunities. and The Saturday Evening Post. 
'- Raymond J. Hurley, chairman 
of the board, is making presenta- 
tions in cities on the West Coast, 
while President John R. Hurley 
and Vice-Presidents Jason Hur- 
ley, Owen G. Nugent and Frank 
J. Simpson give salesmen port- 
folios outlining the campaign in 


Thor Top Brass 
Makes Fall Ad 
Presentations 


(Picture on Page 1) 


"ANDY..22:: 
STICKERS-LABELS 
PACKAGE SEALING 


ADVERTISING 
>> 


other sections of the country, with CFAC Nominees Named 

Suggestions for tie-ins with the The nominating committee of 
a Seve ; ‘the Chicago Federated Advertis- 
__, The newspaper copy will con-| ing Club has nominated William 
|sist of full pages boosting the/T, White, sales promotion man- 
Automagic clothes washer, and | ager, Wieboldt Stores, for reelec-| 


~ 
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| three-quarter pages featuring the | tion as president. 


while the magazines | nees: 
In ad- | Roberts, 


| Gladiron, 
| will promote the washer. 
|dition, Life and The Saturday 
| Evening Post will carry spreads 
'on the Automagic clothes and 
dishwasher combination. 


the campaign period. 
Earle Ludgin & Co. 
agency. 


Plans Candy Week Drive 


Newspaper and _ point-of-pur- 
chase advertising in the 11 western 
states will be used to promote 
“Sierra Chocolate Candy Week,” 
Oct. 11-16, sponsored by the Sierra 
Candy Co., San Francisco. Rob- 
ert B. Young Advertising Agency, 
San Francisco, handles the ac- 
count. 


is 


the | 


Other nomi- 
lst vice-president, Harlow | 
vice-president, Good-)| 
kind, Joice & Morgan; 2nd vice-| 
president, Blanche Martin, adver- 
tising and sales manager, Child 
Development, Inc.; 3rd vice-presi- 
dent, Fairfax M. Cone, chairman, 


Electrical Dealer, Electrical Mer- | executive committee, Foote, Cone) YOUR RIGHT 
chandising and Retailing will be| & Belding; secretary, 
used for dealer promotions during Rogers, 


Alexander | 
advertising manager, | 
Libby, McNeill & Libby, and treas- 
urer, Gerry Cunningham, general | 
mail order manager, Sears, Roe- 


buck & Co. 


Shirriff‘s Names 3 


H. T. Venning has been named | 
vice-president in charge of sales | 
of Shirriff’s Ltd., Toronto, manu- | 
facturer of marmalade, extracts) 
and jelly desserts. F. W. Shirriff 
has been appointed to succeed the | 
late W. M. Shirriff as president. 
C. H. Shirriff has been named ex- 
ecutive vice-president. 


_ Superior 


SS Duluth Herald & News 


Evening elegi al 
Tribu 


/ 
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official 


the 
emblem for National Newspaper Week, 
Oct. 1-8. It was developed by Metro 
Newspaper Service from an illustration 
in a New York Sun advertisement. 


OFFICIAL—Above _ is 


Ford, Philco Use 


Television Dramas 


New Yorx—Noteworthy addi- 
ltions to the East Coast fall tele- 
vision schedule will be two new 
dramatic shows featuring big 
name stars. 
| The Ford Motor Co., through 
‘Kenyon & Eckhardt, will present 
a televised version of the “Ford 
Theater” once monthly starting in 
|October. The company, a major 
video sports backer, plans three 
experimental telecasts. Radio’s 
\“‘Ford Theater” returns to the air 
on CBS Oct. 8, heard Friday 
|nights at 9-10 p.m., EST. 
| Philco’s “Television Playhouse” 
| will be seen over NBC’s network, 
|Sundays at 9 p. m., EST. Oct. 3 
|is the starting date. Kinescope 
films will be used in television 
cities not linked to the network. 
|New stations will be added as they 
| open. The time was bought 
|through Hutchins Advertising Co. 


Gulf, Whitehall Plans 


Gulf Oil Corp. is dropping 
“You Are an Artist” over NBC, 


a |expanding its Thursday night time 
m= |to a half hour to present a new 


2 Rejoins St. Regis 


4 |show starring Bob Smith. Young 


& Rubicam is the agency for this 
program, which starts Sept. 2 over 
|the full East Coast network. 

| Whitehall Pharmacal Co. has 
signed Mary Kay and Johnnie 
Stearns, one of video’s first hus- 
band-wife teams, for its initia! 
television show, beginning Oct. 3 
over WNBT, New York, and 
WPTZ, Philadelphia. Dancer-Fitz- 
gerald-Sample is the agency. 

| 


Benton R. Cancell, formerly) 


vice-president of Powell River Co., 


Ltd., will resign Oct. 1 to rejoin 
|St. Regis Paper Co. as genera! 


ing paper division. 


Opens Louisville Branch 


|_ Griswold-Eshleman Co., Cleve 
|land, has opened a branch offic« 
in Louisville at 307 W. Broadway 
with Richard W. Smith, senior ex- 
ecutive, as manager. Eleano! 
Clark, in charge of traffic control 
will be Mr. Smith’s assistant. 


manager of manufacturing of the 
printing, publication and convert- 
He will make 
his headquarters in Deferiet, N. Y. 


7 
remember 


Business 


>a HOA AAA > ret et aA OOD Hes © te eS SD OO = oO on 


-> 


@e tm rh wa. 260 %3%.AsA oot UMUC 


4a. 


j abe S| ) =—_. 
0 
‘ | iN 
ee / : -_ x4 ~ 
. i c sy 
‘LA \ 
ah 
a a | \\ st 
, s | a 
wd : "i gsaegaa ile aaa em Cee 
a oe i? ag x 
. > bi ‘oie pi } % ' ae a , Pe 
: = ta es " eg a 7 7 
: - gtr! ‘ae ny or . 
ie ‘ Ai u oi | mon : ‘a s 
. £ UU an DISTRICT) Bey. , 
| ; poll! Ving i 
AA y ( M E TR 0 aaa ot sy te i ta’ p 
Sy _ a a 
| & ee a i. ns er tl 
" 6 eee 
4 - * . : ag o 
a pis ‘gh SOS Mite * Bea w 
= a per x» aes ay te b 
: Os a S$ SRR. SS eh: it 
— a a." My, EES 6 et, . 
a i ¥ OS Spas Te, ae 1 Be a . 
< F As % ais N Vo ee st QS T 
— 4 ‘f+ , ~~ ae y y ~~ Aue =) a >" ; ae S Ae , 
i y fe: yi , att «.% -: q > Le ‘ * << on =. 
on ‘a #* ' : ke yf _ J A dl , "bee ! as \ : : . x | ) 
i i) View eS OS oe a “A Gea we: ih. A 
gi if geo ee 2 \¥ noo .. Be E = B 
; Lil i i \ a Wes id 
964200 | : ’ 
5 1A |, Wa ” z 
i E1 DA 5,000 | .. \\A\ ga = 
900 ee ee en eee 
TON 18 : \ Wis @fab eu) g ’ 
| | pel $1 Al 187 000 _— $290,621 000 XY AW A tee 
= ALES 0,50 me \\. st bhi ae 
Ee ; RETAIL . 1 000 $25”: 01 9,000 ~~ \' | eS 
- $196,917! $360, ee a | 
g GHOLESALING g994,261 00° : — ee 
- : . ’ ‘ 
: cHIVE $292,105, $4,31 ' 
me & EFFE E - B27 oo OS ae 
me me \ BU 112 0 SS eee. wane ' 
: 1 ieee $3, : wee 
s a A : Qncreare IS slg 
oe Ss PER F % MUO ae on, sot ae 
2 4 {INCOME wit 45 5 ee, pOPULA ee a a 
‘ji _— : é: : a Coa Moda oa 4 gly ss : 
F ™ 21 6% crrectIvE BOY a ps MOSS Ss i__i— 
2 E, ’ tS suRVEY _— he QU AD © on ‘ | a * S ei 4 
ae . , “MEN Me ek ie Sa ees 
a, " SALES MANAGE , ” t rig Rake $3 ‘ Pai pe 
: —e arket tha™ pPEORM ee 
| el yreater ve TU LS oy tas a 
3 : Z station K D. AT ssociates! 
: | ; a _ a he eats as <a ae EB C Gf with SEE > 
e a a | i aes" eo ng ae FLOWERS iy £3 
ie : Pe . ag Ss 3 ABO = ae > 
ele ae cep eV ch Sica Pig ga le MAES | ee Fl oe hohe eg ae OR era mane 9 Ue rn eS Ce ert eecn 
POR hey a ete gh EA yee aU PERS ke CR SN ORE RT RRP OT WRT NE aN EPSPS TA PE Sea PORES. SE SP RR RMP | capt en SCS care Mercier epee: genie Oe eR ys 


official 
yer Week, 
by Metro 
llustration 
sement. 


Jse 
1mas 


1y addi- 
fall tele- 
two new 
ring big 


through 
| present 
1e “Ford 
arting in 
a major 
ns three 
Radio’s 
o the air 

Friday 


ayhouse”’ 
network, 

Oct. 3 
-inescope 
elevision 
network. 
d as they 

bought 
ising Co. 


dropping 
er NBC, 
ight time 
t a new 
Young 
for this 
it. 2 over 
ork. 

Co. has 
Johnnie 
irst hus- 
s initia! 
g Oct. 3 
rk, and 
cer-Fitz- 
ncy. 


formerly 
‘iver Co., 
to rejoin 

genera! 
convert- 
ill make 
let, N. Y. 


anch 


, Cleve 
ch offic: 
roadway 
nior ex- 
Eleano! 
control 
tant. 


r 


Advertising Age, August 30, 1948 


Kaufman Opens 
New Agency with 
$500,000 Billings 


CuIcaco—With over $500,000 in 
annual billings and several large 
accounts reported ready to come 
in, Kaufman & Associates got off 
to a fast start here last week. 
Reuben R. Kaufman, formerly ac- 
count executive with Harry J. 


Lazarus & Co., here, declared that | 


the new agency will offer clients a 
complete service in business pro- 
motion, merchandising and public 
relations, in addition to regular 
services in the principal media. 
Accounts listed to date include: 
Special Foods Co., Jays potato 
chips; Diversey Corp., Enoz insec- 
ticides; Central Equipment Co., 


Champ home deodorant; Neptune | 


Packing Co., Pop-Ade; Arthur 
Beck Co., Artbeck kitchen aids; 


Advance Theatrical Shoe Co., Leo. 


theatrical shoes. 

Also, Zippy Laboratories, Inc., 
Zippy liquid starch; The Emulsol 
Corp., chemicals; Liberty Loan 
Corp.; National Credit Clothing 
Caz 
Colonial Acceptance Corp.; and 
Frost-N-Rite Co., which markets 


a new ready-mix cake frosting in| 
flexible tubes similar to those used | 


for toothpaste. 


‘Herald Tribune’ Tells 


Story of Operation 

The New York Herald Tribune 
has published “Every Morning,” 
the story behind the newspaper. 
The 60-page book gives a com- 


plete picture of the New York and | 
its syndicate, | 


European editions, 
forums and other activities. 

The newspaper plans to dis- 
tribute the book in schools and 
colleges, and the European bureau 
will distribute 


Three Appoint Rowen 


Julius J. Rowen Co., New York, | 


has been named to direct the ad- 


vertising of Rothchild Wine Cel- | 
New York, maker of | 
American wines and champagnes; | 


lars, Inc., 


Bernarr Macfadden Foundation, 


Inc., New York, and Metro Publi- | 


cations, Inc., New York. 


i 


WE DON’T 


THINK 
you’LL WANT 


THIS 
WALTZ (Ky-)! 


d on any 
We don’t want > e dancing 


but if you radi o—we : 
into Kentucky», — Waltz out! | 
dearie, let | 
| 


o WAVE, and 
the 


Polka on over & Waltz. 


ue mo) oy ee the 


have an . rge as 
ne almost as 12 

aa of Kentucky co™ is 

What do you say; P® 


we shake @ hip? 


i 


Parkin Forms Agency 


Edwin Parkin, formerly with an 
affiliate of Metropolitan Advertis- 
ing Agency, has formed his own 
agency, to be known as Edwin 
Parkin Advertising, with offices at 
131 W. 53rd St., New York. 


Agency Appoints Quaid 
Robert E. Quaid, formerly di- 
rector of sales of Gardner Displays 
Co., Chicago, has been named an 
account executive of Smith, Tay- 
lor & Jenkins, Pittsburgh agency. 


Dickson Names Stevens 


Lois Stevens, formerly women’s 


editor at the Brand Names 
Foundation, New York, has been 
appointed publicity director of 
Sally Dickson Associates, New 
York. 


| Williams Expands ‘Life’ 


Ads in Hot Weather 

J. B. Williams Co., Glastonbury, 
Conn., a regular quarter- page ad- 
vertiser in Life, is now using half 
and full-page advertisements in 


black and green for Lectric Shave, months when face and whiskers 


\ rome introduced 


Tests 
especially 


showed 
effective 


two years 


the product is 
during hot! 


of men who use electric shavers 
are damp with perspiration. J. 
Walter Thompson Co. is the agen- 
cy. 


Cleth, Card, Mardbeard, 
Metal, Glass and mirrored 
sliver signs 


Prompt attention given to Inquiries 


Mercantile Discount Corp.; | 


it abroad. The 
booklet may be obtained by writ- | 
ing the New York Herald Tribune. 
Information Service, Department | 
M, 230 W. 4lst St., New York 18.) 


AMERICA HAS COME A LONG WAY IN THE PAST FIFTY YEARS 


“There She Goes, Boys!” 


People took buggy rides for miles to see those 
daredevils actually leave the earth in that new- 
fangled contraption. Patiently they waited, 
every second packed with drama, until that 
breath-taking shout, ‘‘She’s off the ground!’’ 
At a balloon ascension 50 years ago, even the 
spectators were up in the air! 

Today passengers fly from coast to coast as 
matter-of-factly as Grandpa jogged to town. 
Air travel has grown from a stunt to a neces- 
sity. A development in which paper has played 
no small part. For example: 

Take blueprints and specifications; tickets 
and timetables and flight reports; maps and 
travel folders ; weather maps; and the periodi- 
cals reporting in aviation. Every one is a paper 
product— tailor-made to do its special job! 


INTERNAT! _ PAPERS 


Ever since 1898, the year International Paper 
Company was established, paper has been the 


herald and servant of progress. 


International Paper Company, 220 East 42nd 


Street, New York 17, N.Y. 
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,are designed to meet any objec- 
| tions of bank examiners to whole- 
i+ floor planning. 
| 


Westinghouse 
Offers Bankers 
New Equity Plan 


Under the retail plan, a self-in- 
suring arrangement permits any 
bank a safety margin of 50% over 


be required to pay the banks. 
In addition, the company is of- 
| fering a plan whereby banks may 
‘obtain low-cost indemnity protec- 
jtion against fraudulent retail 
|paper and also against fraud in 


PrrrsspurGH— Westinghouse Elec- | the average repossession expec-| relation to wholesale floor plans. 


tric Corporation’s retail 
division is offering banks through- 
out the country a plan which 
makes their financing of appli- 
ances, both wholesale and retail, 
a more attractive operation. 
Under the wholesale plan, a 


net return. 

A retail repurchase schedule 
permits banks to check at any 
time during the life of a retail 
contract the exact percentage of 
|the current balance dealers will 


finance | tancy without affecting the bank’s 


Appoints Sutton 


David Sutton, formerly division 
sales manager of Commercial Sol- 
vents Corp., has been named di- 
rector of domestic sales of Krem- 


ers-Urban Co., Milwaukee. 


Belknap Joins Ramsdell 


| Richard H. Belknap, formerly 
|a representative of the profes- 
|sional service division of Ives- 
| Cameron Co., pharmaceuticals, has 
| joined the copy staff of Lee Rams- 
dell & Co., Philadelphia agency. 


Oana felon Section 


Regis C. O’Donnell, formerly 
station manager of WINX, Wash- 
ington, D. C., has joined Henry J. 
Kaufman & Associates, Washing- 
ton agency, as account executive. 


Advertising Age, August 30, 1948 


Daly Appointed A.M. 

Stephen J. Daly, formerly spe- 
cial assistant to the director of 
|advertising of E. I. duPont de 
| Nemours & Co., Wilmington, Del. 
|has been appointed advertising 
manager of Owens-Corning Fiber- 
glas Corp., Toledo. 


Durkee Named V.P. 


Burton Durkee, manager of the 
Detroit office of Morris F. Swa- 
ney, Inc., has been named a vice- 


president of the agency. 


bank obtains protective assur- | 
ances after it makes its first floor | 
transaction with a Westinghouse | 
dealer. It must mail a prepared 
agreement to the company which 
covers all agreements with all 
dealers in the area, and contains | 
a list of merchandise eligible for 
floor planning. 

The bank is in no way obligated | 
to finance any dealer. Each agree- | 
ment is made at its own discre- 
tion. However, the protective as- 
surances offered by Westinghouse 


GOES WITH 
ARTISTS — 


The Oregonian 
goes with the 
Oregon Market™ 


If you've a product or 

service to sell in the $2 billion 
Oregon Market, you cannot 
brush aside these facts: 

The Oregonian’s near-century 
of colorful newspapering has 
chalked up daily and Sunday 
gains to put it FIRST in the 
entire Oregon Market... 

and FIRST in Portland home- 
delivered circulation. For your 
new’ perspective on advertising 
... View The Oregonian’s 
record with a critical eye. 


FIRST 


in Circulation: Daily & Sunday 
in Coverage: Family & Market 
in Influence: Editorial & Advertising 


gonian 


PORTLAND OREGON 


REPRESENTED NATIONALLY 
BY MOLONEY, REGAN & SCHMITT, INC. 


A McGRAW-HILL PUBLICATION’ - 


* UWlustrated * 


NEW YORK ° 


PHILADELPHIA ° 


CLEVELAND 
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Admiral Plans 
Fall Video Push 


Cuicaco — Early next month, 
Admiral Corp. will use newspa- 
per spreads in all metropolitan 
television markets to kick off its 


fall and winter advertising and | 


sales promotion campaign. 
As explained to the company’s 
regional sales managers at a 


and $1,500,000 for cooperative 
advertising. 

The campaign will highlight 
|television and is expected to fea- 
ture Admiral’s' production of 
18,000 monthly. 

Cruttenden & Eger is the 
agency. 


Freitag Agency Moves 
Freitag Advertising Agency, At- 
| lanta, has moved its offices from 


meeting here, the fall budget will| 761 Peachtree St., N. E., to its 


BSF&D Names Hole |WREV Appoints Slate 


Hugh Hole, formerly supervisor; Charles H. Slate, formerly man- 
of commercial radio production|ager of Station WILX, North 
of Dancer-Fitzgerald-Sample, New | Wilkesboro, N. C., has been ap- 
York, has been named director of | pointed manager of Station WREV, 
radio and television of the Detroit} which will begin operation soon 
division of Brooke, Smith, French in Reidsville, N. C. 


& Dorrance. | Pls ES 
; Airline to Use Video 
Evans Joins Compton Eastern Air Lines, New York,| 


Fay Evans, formerly with Morse} will use television starting this| 
International, Inc., has joined the} fall with a series of 15 one-minute 


Fairbanks Productions. 


5 } : radio copy department of Comp-| commercials produced by Jerry 
allot $500,000 for national med:a! own building at 988 Spring, N. W.| ton Advertising, Inc., New York. | 


NFANTILE PARALYSIS...the dread “sum- 
mer plague”...has already reached a 32-year 
high, in reported cases for 1948. 


Suddenly, a new “miracle drug” is rumored... 
word spreads, and parents from coast to coast del- 
uge their doctors with pleas for information. 


“Is this drug really a cure?” “Can it save our 
child?” “Where can we get it?” 

For seven weeks, SCIENCE illustrated has been 
in close touch with the pharmaceutical house 
where this new drug, “Darvisul”, is being devel- 
oped. Our editors recognize its high promise (and 
its immediate significance: chemistry’s first at- 
tack on the virus frontier). But they agree with 
the scientists in charge that publicity would be 
premature before further tests have been run. By 
November, perhaps, a first report might be in 
order. 


But now, with an anxious public confused over 
what the drug can and cannot do, SCIENCE illus- 
trated swiftly goes into action. Within 48 hours 


CHICAGO + DETROIT + SAN FRANCISCO - 


POLIO CURE? 


of press-time, we assemble our facts, check with 
authorities, and prepare the first authentic story 
on Darvisul ever to appear. 


You'll find this remarkable article in the Sep- 
tember issue. It’s another SCIENCE illustrated 
first—and it gives added evidence that SCIENCE 
illustrated, in action, can get action, for advertisers. 


For the people who read this magazine (more 
than 530,000 net paid) look to it increasingly for 
clear, complete, authoritative news from the 
whole world of science. They read eagerly—and 
with confidence. 


And remember this: 54 per cent of all SCI- 
ENCE illustrated family heads are college trained 
.--43 per cent hold executive or professional posi- 
tions of influential leadership ...37 per cent earn 
$5,000-plus incomes. 


Here are people with the curiosity to know and 
the wherewithal to buy. Here are excellent pros- 
pects for your product. 


LOS ANGELES + BOSTON «+ ATLANTA 


y" 


, BROCHURES are 
more than just nicely designed, 
well-produced printed pieces. 
They are symbols —symbols of 
integrity, of good management, of 
satisfactory service to customers, 
and symbols of the deliverance of 
good values to an appreciative 
market. 


When a company reaches an 
age which is deserving of cele- 
bration or commemorative activ- 
ity, it means that that company 
has been well guided through the 
hazards and pitfalls which beset 
every organization on its way to 
achievement and success. 

When a company reaches an 
age of let’s say fifty years, why 
not make its customers acutely 
aware of the fact that it has sur- 
vived and prospered because it 
has served well. 


A commemorative brochure of- 
fers an opportunity to do a little 
dignified boasting of a well- 
earned record. Tell of the early 
beginnings; the precarious, trem- 
bling first steps; of the resolute 
decisions; and the firm courage 
that kept the company moving 
forward. Give due appreciation 
to the customers who contributed 
so much in steadfast encourage- 
ment and co-operatien. 


Manz is 82 years old. We know 
the value to be derived from the 
issuance of an appropriately pre- 
pared anniversary piece. We have 
produced anniversary brochures 
for some of the nation’s largest 
corporations. They were de- 
signed, written, and printed all 
under the single roof of MANz, 
where ANY SIZE JOB IS A 
MANZ SIZE JOB. Whether Let- 
terpress or Offset, quality and 
economy are combined under one 
single roof to deliver the top ex- 
pectancy in fine printing. 

A MANZ man will be glad to 
show samples of the fine ANNIVER- 
SARY BROCHURES we have _ pro- 
duced. Whatever your printing 


| requirements—it costs nothing to 
| talk them over with us. 


a Mune Size Sob 


MAN 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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Competition Among Media 


For several years competitive | 
activities among the various ad- 
vertising media have been con- 
ducted on an unusually high plane, 
due no doubt in large part to the 
fact that we have been in an era 
in which the principal problem 
has been to handle the business, 
which was offered, rather than to’ 
develop additional business. 

Now, however, as the problem | 
of sales for advertising media be- 
gins once again to require skill, 
energy and persistence, there are 
unpleasant indications that media 
selling is lapsing into the prewar 
rough and tumble state. 

This is a situation to be feared 
by all who have the long-term 
interests of advertising in mind. 
Advertising without competition 
is practically a contradiction in 
terms, and hard, intensive com- 
petition for advertising dollars 
among various types of media is a 
healthy, sensible condition. But 
such competition is considerably 
different from the situation we 
have in mind, when a magazine 
man questioned the sanity of any 
advertiser who invested in radio, 
and the newspaper man looked 
upon a non-newspaper advertiser 
as a sort of pariah, and so on. 

This kind of unreasonable com- 
petition among types of media 
has pretty largely disappeared in 
the past few years. In its place 


has appeared a high type of co-| 
operative selling of major media, | 
as for example the industry sell-| 


ing organizations of newspapers, 
magazines, radio and outdoor. 


Each of these—and other simi-| 


lar 
excellent job in the past few years 
of studying the merits of its own 


| type of media and presenting its 
findings to advertisers and agen-. 


cies without belittling the merits 
of other types of media. 
competition has been keen and in- 
telligent, based very largely on 
research which has proved of 
value to the whole field. 

In the past few months there 
have been, nevertheless, some 
indications that the brass knuckles 
have not been thrown away, but 
merely discarded for the moment, 
available for use again wherever 
the situation calls for slugging it 
out with a rival medium. 

Representatives of all media 
will do well to remember that 
charges and counter-charges al- 
most always generate a good deal 
of heat but very little light, and 
that a knock-down-drag-out fight 
seldom benefits the contestants. 

Advertisers will continue to use 
existing media and to try 
ones, not on the basis of what 
other media say about them, but 
on their demonstrable ability to 
do a job at reasonable cost. 


Soap Giants Battle Themselves 


One of the more intriguing as- 
pects of the civilization in which 
we live is the current lively battle 
of soap’s Big Three (and count-| 
less smaller companies) for the 
favor of the public. 

What makes the battle more 
than usually interesting is that) 
P&G, Lever and Colgate are not! 
only fighting each other tooth and 
nail in the market place, but that 
all three are constantly bringing 
into the struggle new brands and 
new products which compete for | 
public favor not only with com-| 
petitors’ products, but also with! 
their own established brands. The 
competition has become so fierce, 
indeed, that it is a remarkable 
woman (or man) who can recall 
all the brands of any single mem- 
ber of the Big Three which are 
competing with each other for a 
place in the family dishwater or 
washing machine. 

Each soap company seems to 
delight in bringing out new bars, 
flakes and chips to compete with 
its existing bars, flakes and chips, 


and then to develop synthetic 
after synthetic to compete with 
the old and the new products 
it has previously introduced. 
Very largely, the competition 
seems to be for shelf space in the 
nation’s self-service grocery 
stores. All of the soap giants have 
discovered that two well-known 
and highly advertised brands of 
flakes, for example, are almost 
certain to demand more display 
space on grocers’ shelves than one, 
no matter how large a seller that 
one is. They know, too, that there 
is an indefinite but nonetheless 
real limit to the share of the mar- 
ket which any brand can attain. 
So the soap companies will 
probably continue to bring out 


new brands and new products un-} 


til either they decide that they 
can go no further without confus- 
ing themselves hopelessly, or the 
retail grocer rebels against ex- 
panding his soap displays. Then 
there is bound to be some shrink- 
age in the number of heavily pro- 
moted brands. 


organizations—has doné an/| 


The} 


new | 


‘to running 


{maybe to Atlantic City. 


| 
{ 


Electrical Merchandising 


“I'll have to let you go, Schmerling—your batting average is okay, but you 
haven't enough appeal for television.” 


Hostile Hostels | 


We’ve run across some mad) 
men in our time, but one of the 
/angriest is B. J. Willis, Willis Fur- 
/niture Co., Norfolk, Va. Mr. Wil- 
lis had a reservation in Chicago 
'for the summer furniture market. | 


|The hotel made him stand in line | 
|for two and one-half hours, only | 
to find that a reservation made 
six weeks before was invalid. He 
burned—as many others have 
done—but unlike them, he did' 
something about it. 

He bought a full page in Re-.| 
tailing, told his story, and snapped 
that “many of Chicago’s hotels 
have degenerated to the status of. 
bootleggers. It is not uncommon 
to secure a room by the passing 
of a five or ten dollar bill. This 
practice on the part of the hotels 
is utterly disgusting and totally 
indefensible.” 

Further, he doesn’t think the 
National Retail Furniture Asso- | 
ciation has done much to better 
the situation. Mr. Willis thinks 
the retailers would be better off 
somewhere else, unless Chicago 
clears up the hotel situation. 

Earl Lifshey, Retailing column- 
ist, also had his say: “No one 
will deny that handling the peak 
crowds of a convention imposes 
a great strain on the hotels. But 
neither can anyone deny that the 
hotels must be aware of the fact | 
that that is why they’re in busi- 
ness. Their managers’ should 
learn how to handle it—or go back 
country boarding 
houses. . . I wonder if they [Chi- 
‘cago hotels] know they enjoy the 
reputation of having the worst | 


reputation in the country for cour- | 
tesy and service? Perhaps the 
Chicago hotels still think there’s 
a war on...” 

Willis got plenty of commenda- | 
tory letters from retailers still | 
smarting from the same treat- | 
ment. Many of them wanted to 
move the furniture market— 


the Chi- 
catching 
But | 


Well, at last report, 
cago hotels were still 
written barbs from retailers. 
the market was staying in Chicago. 


Creative Void? 

Friend of ours was commenting 
the other noon on the shortage of | 
creative men in advertising. 

Time was, he said, when agen- 
cies were ranked in order of crea- 
tive talent they could command. 
The great admen of the era were 
copywriters—O. B. Winter, Hop-'! 
kins, Hummert, Calkins, Young, 
Woolf, Lennen. Name me six 
topnotch copy men, he said ag- 
| gressively—six that aren’t pretty 
well retired. We batted up Cone 
and Weir and McGivena. See, he 
,said. You'll get your six, all 
right, but you’re going to have to 


| point to a nondescript little guy 


'and your headline is 


admit that after the first two or 
three you had to dig. 

The whole damn trouble, he. 
said, is in the agencies themselves. | 
They made a big thing out of re-| 
search and merchandising, be-| 


/cause those are things you can) 


take down to a client and make a 
pretty concrete case for. But crea- 
tive ability is pretty hard to prove. 
You can’t stand a copywriter up 
in front of a group and say, come | 
on, pal, scintillate. You can’t 


and say he comes up with some 
terrific ideas and after all ideas 
are what this business runs on. 
But you research something, 
and chart it, and curve it until 


| you’re statistic to your stomach. If 


it’s detailed enough, and compli- 


| cated enough, someone is sure to 
| like it. 
|'ground; you're. scientific and 
| you’re thorough, and if your ads 


Then you’re on safe 


aren’t very exciting, you buy me- 
dia so well that the exposure is 
terrific. 

That’s my theory of why so 
many campaigns have that syn- 
thetic look, he said. Somebody 
tossed the creative guys a piece of 
pre-cut cloth and said, style this 
thing, putting in flounces where 
indicated. The result is crumby 
advertising. I don’t know when 


'the real era of competition will 


arrive ... maybe not for a long | 
time. But when it does, I’ll bet 
on admen who can turn out copy | 
which will excite somebody. 

Just put the product in front of | 
some plushy setting and take a 


| picture, he snarled, that’s adver- | 


tising’s latest gimmick. And if it’s 


| selling—I’m a Choctaw from Chi- 


huahua. Or you put some doll in 
a fancy dress and show a picture 
of her, another one of the product, 
“The look of 
luxury.” Selling that sings? 
That’s only a feeble chirp. 

And I’ve got to be going, he| 
said, pushing back from the table. | 
Bill—our research director—and I) 


| have to put on a presentation for 
|a client. 


We'll flip-flop the guy to) 
death, and if he shows signs of 


| weakness we'll give him a slide 


film, and any similarity between 
this and a business of ideas is 
purely coincidental. 


| 


‘Jottings 


You may not have realized that | 
the Seminar on the Evaluation 
and Appreciation of Perfume will 
be held again this year by Co- 
lumbia University’s college of 
pharmacy... 

A timorous agent is alarmed 
over the Cincinnati Times-Star’s 
ad that says, “Imagine a beauty 
contest without bathing suits!” 
Illustration shows man _ looking 
disgruntled. Agent thinks expres- | 
sion most unlikely. . . 


| Casts, 
will be analyzed and previews the 


| vides an 


| reader, 


? 
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The following documents may 
be secured without charge from 
companies sponsoring them or 
through ADVERTISING AGE, by any 
national advertiser or advertising 


|agency executive writing on his 


business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11. 


No. 3135. Facts Concerning 
Yakima, Wash., and _ the 
Yakima Valley. 

A leaflet showing the commer- 
cial and financial resources of the 

Yakima Valley has been brought 


| up to date by the Yakima Cham- 


ber of Commerce. Yakima is the 
fourth largest city in Washington; 
the county ranks first in the na- 
tion in production of pears, apples 
and hops, the leaflet says. Retail 
sales for the county last year were 


/$105,000,000. 
| No. 3136. Forbes Annual Report 


on American Industry. 
Forbes Magazine will publish 


|its first Annual Report on Ameri- 


can Industry on Jan. 1, 1949, in- 
corporating views of management 
and analyses of financial experts 
on the present and future outlook 
for selected industries. In this 
booklet Forbes gives some samples 
of questions asked of executives 
for a base on which to build fore- 
lists the industries which 


report’s contents. 


No. 3137. Pittsburgh Sun-Tele- 
graph’s Continuous Consumer 
Brand Survey. Report No. 8. 


This report of the Pittsburgh 
Sun-Telegraph’s continuous con- 
sumer brand inventory of grocery 
products covers March, April and 
May, and includes both graphic 
and tabular comparisons with the 
data obtained since the same pe- 
riod of 1947. Brand loyalty and 
data on switching are shown for 
leading brands, on cross-tabula- 
tions of the last two reports. 


No. 3134. Amusement Center Pre- 
view. 

Amusement Center, called the 
“property maintenance magazine 
of the entertainment industries,” 
which will make its debut Sept. 
15, has issued a preview edition 
outlining the plans and purposes 
of the publication. The issue pro- 
idea of the monthly’s 
editions—-screen and stage, dine 
and dance, bowling and billiards 
and sports and pastimes. 


No. 3125. 13th Annual Grit Read- 
er Survey. 
Grit has published its 13th an- 


| nual study of brand preferences in 


the small town market, in which 
the publication covered about the 
same subjects included in the met- 
ropolitan newspaper surveys such 
as those of the Milwaukee Jour- 
nal, Philadelphia Bulletin and 
others. Tabbed sections deal with 
automotive, drugs and cosmetics, 
grocery products, home _ appli- 
ances, home improvements, to- 
bacco and miscellaneous items. 


No. 3102. Copy That Clicks with 
Readers. 

The final authority on what you 
say and how you say it is the 
says this brochure, in 
which the Associated Business 
Papers, in readable and informal 
style, offers a lot of help toward 
a more effective job of business 
paper advertising. The pages con- 
tain reproductions of numerous 
“effective” business paper ads, 
with accompanying comment on 
reasons for the particular han- 
dling of each one and what each 


|ad has done for the advertiser. 
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Dodge Truck 
Dealers Want 
More Local Ads 


Detroit — Increasing competi- 
tion for the heavy truck market 
has brought requests from Dodge | 
truck dealers for more local news- 
paper advertising, it has been dis- 
closed by L. F. Van Nortwick, di- 
rector of truck sales for the Dodge 
division of the Chrysler Corp. 

Mr. Van Nortwick observed 
that in some areas the selling of | 
trucks above the one and a half- | 
ton capacity is becoming normal | 
again. 

“While it is not difficult to sell | 
trucks of this capacity, we find | 
that it is important to have plans 
in readiness to do a selling job,” | 
he explained. He emphasized, 
however, that there is no indica- 
tion of a full return to a buyer’s 
market because the backlog of | 
orders for even those trucks in| 
least demand represents several | 
months of capacity production. 

Since the war most Dodge 
truck advertising has been carried | 
on a national basis with a rela- 
tively small amount of newspaper | 
linage. However, Mr. Van Nort- | 
wick believes that newspapers are | 
vitally important in the stimula- | 
tion of local interest and feels that 
these media will become increas- | 
ingly important in a_ buyer’s | 
market. 


New Features Now Stressed 


Since the war, Dodge, through | 
Ross Roy, Inc., has maintained a | 
strong national truck advertising 
program because, in Mr. Van 
Nortwick’s words, “the best way 
to keep business good is to adver- 
tise when it is good to maintain 
demand.” 

The current truck drive 
switched from the human interest 
approach in 1946 and 1947 to em- 
phasis on outstanding new fea- 
tures of the product. 

In current advertisements, com- 
parisons are drawn _ between 
Dodge and competitive trucks. In 
this series Mr. Van Nortwick’s 
doctrine is, “If you have some- 
thing interesting to tell the truck 
owner, tell him.” 

The expanded 1948 advertising 
campaign has been an outstanding 
success, Mr. Van Nortwick. de- 
clared, since it was launched 
with full-page ads in 1,600 news- 
papers and on _ 8,300 outdoor 
boards in addition to national, vo- 
cational and farm magazines. 

Publications currently used in- 
clude Business Week, Capper’s | 
Weekly, Collier’s, Country Gentle- 
man, Farm Journal, Forbes, Farm 
& Ranch, Newsweek, Pathfinder. 
Southern Agriculturist, Southern 
Planter, Successful Farming and 
various sectional farm  publica- 
tions. Sixty trade and vocational 
publications are used. 


Like ‘Job-Rated’ 


Dealer response to the ad drive 
has been highly favorable, both 
Dodge truck and agency officials 
agree. They are especially pleased 
with the acceptance of the “job- 
rated” truck theme. This theme 
was developed in 1939 following 
an exhaustive survey into what 
truck buyers wanted most in a 
truck. The survey showed that | 
above all the average truck user 
wants a truck that fits his job. 

The entire line of Dodge trucks 
is built to fit a wide range of) 
hauling and delivery needs. On| 
that basis the “job-rated” slogan | 
was developed and has _ been) 
backed up with a powerful adver- 
tising and promotion program. 

In addition to the other media, | 
Dodge also is a strong user of di- 
rect mail and has sent out more | 


than 12,000,000 pieces this year 
to truck owners and operators. 

A highlight of the direct mail 
program is the “Job Rater” maga- 
zine, sent to nearly 2,000,000 truck 
owners bi-monthly. This house 
organ deals with business, main- 
tenance, training and the selection 
of vehicles. 


‘Magnus Named A.M. 


Robert Magnus has joined Mor- 
ris, Mann & Reilly, Chicago, hand- 
bag manufacturer, as advertising 
and sales manager. The company 
has named David B. Lovitz Ad- 
vertising, Chicago, to handle its 
advertising. 


Three Join Y&R 


Ross J. Rohrer, formerly art di- 
rector of McCann-Erickson, and 
Luther N. Johnson, formerly di- 
rector of the art department of 
Batten, Barton, Durstine & Os- 
born, have joined the art depart- 
ment of Young & Rubicam, Chi- 
cago, as art directors. Leo I. 
Higdon, formerly with the Chi- 
cago Tribune and Sears, Roebuck 
& Co., has joined the agency’s 
copy department. 


Two Join Crosley 


F. H. Lukas, formerly a Cleve- 
land industrial photographer, and 
J. R. Carter, formerly sales pro- 


motion manager of Burton-Rodg- 
ers, Inc., have joined the public 
relations staff of the Crosley divi- 
sion of Avco Mfg. Corp., Cincin- 
nati. Mr. Lukas will manage a 
newly installed Crosley photo- 
graphic section and Mr. Carter 
will handle Crosley’s news and 
publicity assignments. 


MASA Names Ahrend 


Herbert G. Ahrend, president of 
D. H. Ahrend Co., New York, has 
been appointed attendance promo- 
tion chairman of the 1948 conven- 
tion of the Mail Advertising Serv- 
ice Association International to be 
held Sept. 26-29 at 
Bellevue-Stratford, Philadelphia. 


SHORT RUN 


DISPLAY PRINTING 
by OILTONE silk screen 
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ONE HANDFUL LEADS TO ANOTHER! 
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Ever take just ONE handful of popcorn . . . and then 
stop? If you’re human—probably not—it just isn’t done! 
After that first sample you take another handful—and 
another . . . just a simple human trait, but how it can 


pay off in increased sales! 


That’s why more and more mass marketers are saying to 


prospective customers: 


“Here is a sample—try it and see for yourself.” 
It’s an ideal way to make buying your product a habit. 


Sample campaigns are a specialty of ours, a unique 
service built upon years of experience in handling scores 
of sampling programs, including the largest undertaken. 


And whether you wish to make a direct sample mailing 
or a coupon offer—whether you are thinking in terms of 
thousands or millions—whether you want to reach mass 


305 E. 45th ST. 
_ NEW YORK 17, NY 


or selective markets, Donnelley offers you a complete 
service, from supplying lists that reach close to 90 per 
cent of the nation’s population to handling all details of 
packaging, addressing, and mailing. 


OTHER DONNELLEY SERVICES: 


e DEALER HELP MAILINGS—including planning, supplying 
of mailing lists, printing, dealer imprinting, addressing, schedul- 


ing and mailing. 


e CONTEST PLANNING AND JUDGING—supported by years 
of experience in handling the nation’s major contests. 


e SELECTIVE MARKET MAILINGS—proved by exhaustive 
tests, national, regional and local campaigns. 


e@ MAIL-AWAY PREMIUM SERVICE—executed by an expert 
staff geared to handle volumes of requests quickly, efficiently. 
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Midwestern Ad 
Network Meets 


FrencuH Lick, Inp.—The consti- | 
tution and by-laws of the new 
Midwestern Advertising Agency 
Network (AA, July 5) have been 
approved by the board of directors 
of the network at a meeting here. 

The by-laws open the member- 


been named membership chair- 
man. 


| ‘47 Home Goods Sales 


Reach $9,125,000,000 


Retail stores in the 
States had home furnishings sales 


totaling $9,125,000,000, according | 


to the marketing research depart- 
ment of Fairchild Publications, 


New York. Of this all-time high, | 


United | 


Advertising Age, August 30, 1948 
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Inexpensive postcards, 
printed in either one or more 
colors, offer advertisers a 
low cost sales medium. They 


ship lists to qualified agencies in | major appliances led with $2,500,- 
cities within a day’s train ride of 000,000. Furniture was in second | 
Chicago. place with $1,800,000,000. 

| 


, Housewares sales were $1,200,- 
The next meeting of the entire 000,000; radios, television, phono- 
membership was set for Novem- 


hs, ds, $1,100,000,000; 
ber or December in Chicago. graphs, records, $ 


n floor coverings, $1,000,000,000; bed- | 

Sam Abrams of the Ohio Ad-| ding, $500,000,000; curtains, drap-| 
vertising Agency, Cleveland, has|eries, upholstery fabrics, $425,-| 
000,000; china and glass, $225,- 
000,000; decorative accessories, 


$225.000,000, and lamps. and 


may be enclosed in outgoing 
house mail or six to ten dif- 
ferent postcards may be 


i 
j 
j 
j mailed in an envelope to 
! 
f 
i 
i 


prospects. 

One of the most extensive 
users of sales postcards is 
the New Process Company, 
Warren, Pa. Note the at- 
tractive display and effective 


Store Traffic ... Fast! 


7 ea shades, $150,000,000. sales presentation possible 
make hundreds of SaaaEE on postcards. 

See ss eondy 90 bay. Ludgin Elects Chapman Rototiller, Inc, Troy, 
Copyrighted idea! J. Edwin Chapman, account ex- N. Y., manufacturer of agri- 
Box 7140, Advertising Age ecutive, has been elected a vice- cultural equipment, uses 


president of Earle Ludgin & Co., 


330 West 42 St.. New York 18, N. Y. ° 
Chicago. 


ADDISON / LEWIS & ASSOCIATE 


a ee To Fulton, Morrissey 


W. K. Shaughnessy, 


| sey Co., Chicago agency. 


postcards effectively. On a recent test of over 
j 100,000 postcards mailed by Ed Robinson, Noro- 

ton, Conn., with his “Homesteader,” a house 
{ organ going to people interested in miniature 


formerly 
advertising manager of Nu-Enamel 
Corp., has joined Fulton, Morris- 


The FLORIDA MARKET is a GROWING MARKET 


* J 
Horida gives you URE SALES PER FAMILY 
Drug Store sales per family in Florida jumped from 
an average of $95 in 1946 to $123 in 1947—the greatest 
increase of any state in the nation! In one year, Florida 
climbed from twenty-third place to fourth place in family 
expenditures over drug counters. And total sales 
increased nearly 23 per cent. 
Other 1947 figures reached new highs—food store 
sales were up 46.1%, retail sales up 30.4%, general 
merchandise sales up 22.6%, and effective buying 
income per family increased 14.1%. 
The Florida market is a growing market and Florida's 
three big morning dailies give you family coverage 
where 78% of Florida's effective buying income 
is concentrated. For comprehensive, lowest cost 
coverage in Florida's three major markets — 
and their trade areas — use the Florida Times-Union, 
the Miami Herald and the Tampa Tribune. 


\ LOWEST COST a hi ac 


| ‘ 
FLORIDA'S TOP MARKETS 
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New YorK—National 


lhe Pay - Of if NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


POSTCARDS MAKE IDEAL ORDER OR INQUIRY FORMS 


Yyou'se 
sea mat 
FLANNELETTES 


70 Drug Makers 
Support National 
Drug Brands Week 


Adver- 
\tised Brands Week for the Drug 
Trade, Sept. 17-27, is expected to 
'set a record this year with adver- 
|tising support from retail drug- 
| gists. 

Drug Topics, New York, and the 
National Association of Retail 
Druggists, co-sponsors of the week 
since 1938, report that 70 nation- 
ally-known drug manufacturers 
|are underwriting the project this 
|year, among them Bristol-Myers, 
Sterling, Gillette, etc. 

This year, instead of contacting 
the retail druggists by mail, Drug 
Topics has had a man calling on 
association secretaries, newspapers 
and radio stations in 30 cities 
throughout the country. 

The 70 manufacturers have or- 
dered 90 pennants and diamonds 
lat the cost of $1,000 a pennant 
land $1,250 a “diamond,” to be 
'sent out to druggists for display 
| purposes. 


| Newspapers, Displays Used 
| The Metro Associated Services, 


Chicago, have prepared supple- 
ments on the Brands Week for 
newspaper subscribers, with Metro 
reporting the requests for mats 
from which to build newspaper 
advertising running well in excess 
of last year. 

Mats of the 90 nationally adver- 
tised drug store items featured in 
'the Metro supplement are being 
|sent to Metro Newspaper Service 
'subseribers free on request. 
| Drug Topics is supplying ma- 
|terial to druggists for selective 
announcements and large 50 by 


New York, and Meyer-Both Co., | 


farming, inquiries cost one-third of inquiries 
produced by magazine or newspaper advertising. 

The chief advantages of using postcards are: 
low cost; quick testing of offers, and flexibility. 


ee ee 


ee 


38-inch posters for window dis- 
plays. The magazine has not kept 
close tab on advertising support 
from the retail druggists except 
for one _ year’s report which 
showed 2,000,000 extra lines of 
drug store advertising placed dur- 
ing Brands Week. 

Published by the Topics Pub- 
lishing Co., New York, Drug Top- 
ics handles all material for this 
special week in its own promotion 
department. 


GF Starts New 
Box Top Book Club 


General Foods Corp., New York, 
is getting a “Box Top Book Club” 
under way, in which “Post-Tens” 
is clipped from the package, sent 
in with 25 cents for a Bantam 
Book, and any of a list of alter- 
nates (i.e., two books for the price 


|of one). A list of teen-age books 


(“My Greatest Day in Baseball,” 
“Kid Galahad,” “Our Hearts Were 
Young and Gay,” “Meet Me in 
St. Louis,” et al) has been pre- 
pared. 

This is a logical extension for 
Post-Tens, of an idea which GF 
worked successfully with 40 Per 
Cent Bran Flakes, which first of- 
fered “Sign of the Ram” and now 
tenders “Mrs. Mike.” Benton & 
Bowles, New York, is agency for 
both products. Teen-Age Box Top 
Book Club copy will be run in 
comic sections. 


KFI-TV to Start Soon 


KFI-TV, Los Angeles, started 
experimental commercial pro- 
gram operations on a six hours 
weekly basis, on Aug. 25. Sched- 
ules will be increased to 12 or 
more hours by Oct. 6, the date of 
the station’s formal opening. This 
is believed the first time the FCC 
has approved commercial opera- 
tion on a basis of fewer than 12 
hours a week, 


1S LY CIRCULATION RWWUDI 


COMPLETE CIRCULATION MANAGEMENT 
FOR BUSINESS PUBLICATIONS 


When circulation slumps, advertising lineage also 
takes a nosedive. That's when the publication’s man- 
agement lines up at the ulcer clinic. Many paid and 
controlled circulation publishers have eliminated this 
No. | trouble by turning their entire circulation wor- 


ries over to us. 


Our complete facilities include: 


® Subscription Sales Promo- © Daily List Maintenance! 


tron 


© ABC Statements. Micro-rec- 
ords and Correspondence! 


© Regular Renewal Follow-up! 


Fulfillment Service’ 


tribution! 


Want more information? Write or call: 


Phone 


WEbvie 9-3773 


eet 
PUBLISHERS lysment Corp. 


538 South Clark Street, Chicago 5, Illinois 


© Addressing and Complete 


© Nation-wide Newsstand “oS 
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Pilot Surveys 
Tests Shirtboard 
Ads in Ft. Wayne 


Cuicaco —Shirtboard advertis- 


Surveys, beginning Oct. 1. 


month will be offered the oppor- 
tunity of using the medium, which 
has been started by Inside Adver- 
tising Corp. here, with advertis- 
ers printing their messages in full | 
color on cardboards inserted in. 
shirts in laundry bundles (AA, 
July 19). 
Through arrangements made by | 
Inside Advertising, each advertiser | 
in the test will have one shirtboard | 
ad inserted in each bundle deliv- | 
ered by local laundries. The av- | 
| 


erage bundle has five shirts. De- 
livery receipts and sworn state- 
ments from the laundries will be 
available as proof of circulation. | 

Inside Advertising, which will | 
pay most of the cost of the test, | 
will print and distribute 20,000 | 
shirtboards and will sponsor the | 
complete research report by Pilot | 
Surveys. Each advertiser will be | 
billed only $400 and will be re-| 
quired to furnish black-and-white | 
artwork, line and halftone, suit- 
able for offset printing. The first 
two advertisers obtained for the 
test are Esquire and Fidelity Re- 
serve Insurance Co. 


Will Query 50 Families 


In the test, 50 families repre- 
senting an accurate cross section 
of laundry customers, will be 
phoned within 10 to 14 days after 
receiving laundry with shirtboard 
ads. The interrogation will seek 
to determine (1) how many per- 
sons notice the printed boards, (2) | 
how many can recall what was 
printed on the boards, (3) how 
many can recall the name of the 
advertiser, (4) what they actually 
did with the boards and (5) what 
uses they generally make of shirt- 
boards. 

Ft. Wayne was chosen for the 
test because of its balanced com- 
bination of industry, commerce 
and tributary trading area. 


Inside Advertising says that it | 


has already contracted to make 


shirtboard advertising available in | 
eight markets and that 20 markets | 
The present mar- | 


are planned. 
kets are Chicago, St. Paul, Minne- 
apolis, Ft. Wayne and four in Con- 
necticut—Waterbury, Bridgeport, 


fn ene | 


Box wraps 
lithographed 
by Philipp 
create that 
impulse to buy 


LITHOGRAPHING 


1422 WN. 4th ST. MILWAUKEE 12, wis. 
PHONE - MARQUETTE 8-2446 


es ae : © ihe s 
# 


New Haven and Hartford. 
vertisers contracted 


Ad- 
so far are 


Coronet, Parker Pen | campaigns. 


'Co. and Post Cereal Co. 


Union Fork Maps Drive 
Union Fork & Hoe Co., Colum-| and 
bus, O., manufacturer of farm and 
| garden tools, has plans for a cam-) rect its advertising 
paign using national and regional | and 
farm publications, 
ing, the new medium, will be) magazines 
tested in Ft. Wayne, Ind., by Pilot| Home and Better Homes & Gar- 
|dens, and business papers in the 
In the test, five advertisers each | construction, public works and in- 
fields. The 
through Mumm, 
Nichols, Columbus, will be sup-| nal. 
plemented by front cover ads in 


including 


consumer 
American 


campaign, 


Names Waterston Agency 


Livingston & Lieberman, New | 
manufacturer 
sportswear, has 
| Waterston Co., New York, to di-| 


| York, 


trade 


J. Truett 


publications. 
mail also will be used. 


‘Stanfield Promoted 


Stanfield has been 
|named national advertising man- 
Mullay &/| ager of the San Diego Daily Jour- 
He has been with the news- 
paper for the past three years. 


hardware publications, direct mail, | 
store displays and special sampling 


of blouses 
named 


in consumer 
Direct | 


To D’Evelyn & Wadsworth 
| D’Evelyn & Wadsworth, San 
| Francisco, has been named to di- 
rect the advertising of Varian oy 
Carlos, Cal.,| Lacey Names Skemp 

Jack Skemp, formerly with the 
Christenson Studios in New York, 
has been named art and production 
director of Jack Lacey Advertis- 
ing Agency, Tampa, Fla. 


Associates, San 


vacuum 
tronic 


|}newly organized organization of 
specialists in research and de-| 
velopment and manufacturer of 
tubes and other elec- 
and microwave devices. 


Dr. R. H. Varian, research asso- 
ciate at 
neads the new firm. 


Stanford 


~ 
%, ~ 
~ 


Advertisers and their Agencies- 


REPRESENTED FOR THE FIRST EIGHT MONTHS 
OF 1948 IN 


Aatell & Jones, Ine. 
John Falkner Arndt, 
Ine. 
bbott Laboratories 
Ripeinag Ludium Steel 


Corp. 2 
Walker & Downing 
Advertising 
A. 8. Aloe Company 
Olian Advertising 
Co. 

American Bottlers of 
Carbonated Beveraces 
Murray Breese Asso- 

ciates, Inc. 


Makers, . 
Noyes & Sproul, Inc. 
American Floor Surfac- 
ing Machine Co, 
Beeson-Faller- 
Reichert, Inc. 
American Hospital Sup- 
ply Corp. 
George Hartman Co. 
American Safety Razor 
Corporation S 
Federal Advertising 
Agency 
American Sterilizer Co. 
Branstater-Hammond 
Applegate Chemical Co. 
Root-Mandabach 
Advertising Agency 
Gordon Armstrong Co. 
G. M. Basford Co. 
Armour & Company 
Foote, Cone & Beld- 
ing 
Associated Products, Inc. 
Klingenschmidt 
Advertising Agency 
Bard-Parker Co., Inc. 
Branstater Hammond 
Barnstead Still & Steri- 
lizer Com i 
Copley Advertising 
Agency 
Bassick Company 
James Thomas 
Chirurg Company 
Bauer & Black 
Henri-Hurst #& 
McDonald 
as — Pharmaceuticals. 
ne 


Noyes & Sproul, Inc. 
Becton, Dickinson Co. 
Redfield-Johnston, 

I 


ne. 
The Biro Mfg. Co. 
Beeson-Faller- 
Reichert, Inc. 
J. Bishop & Company 
Lee Ramsdeli @& Co. 
S. Blickman, Ine. 
Jules Lippitt Adv. 
Bristol Laboratories 
Burton Mfo. Co. 

Lee 8S. Biespiel Ad 
vertising Agency 
Dohertu, Clifford, & 

Shenfield, Inc. 
Bryan Steam Corn. 
Louis E. Wade Adv. 

Agency 
Calavo Growers of 

California 
Perrett Co. 

Cannon Electric Develop 
ment Co 


Dana Jones Uo. 

Cannon Millis 

N. W. Aver & Son 

Capital Cubicle Co., Inc. 

Loring Advertising 
Co. 

Carbisulphoil Co. 

Tracy-Locke Co., Ine. 

Wilmot Castle Co. 

Chas. L. Rumrill & 
Company 

Chatham Manufacturing 
Company 

Needham & 
Grohmann 

Chicago Dietetic Supply 
House, Inc. 

Industrial Adv. 
Assoc. 

Ciba Pharmaceutical 
Products, Inc. 

Lamb, Smith & Keen, 
Ine. 

A. M. Clark Co. 

Clark Linen and Equip: 
ment 

Root-Mandabach 


Adv. Agency 
The Cleveland Range 


Company 
Krichbaum Company 


The Coca-Cola Co. 

H. H. Coffield 

Commercial Solvents 
Corporation 

L. G. Maison @d Co. 

Coneetidatns Laboratories. 


ne. 
Charles W. Bolan 
ee Car-Nar-Var 


B. 
Cruttenden and Eger 
Agency 
Continental Hospital 
Service, Ino. 


Scheel Advertising 
Agency 

Continental Coffee Co. 

Western Advertising 
Agency 


Crane Com 
The Buchen Company 


7) 
Crescent Surgical Sales 
Co., Ine. 
Noves & Sproul, Inc. 
Cutter Laboratories 
McCanvr-Erickson, 

Tne. 

Darnell Caster Corp. 
Henry L, Rhea, 

Advertising Agency 
Davis & Geck, Inc. 
Hazard Advertising 

Co, 

J. A. Deknatel & Son 
Hizxson-O' Donnell 

Advertising, Inc. 
Cc. E. Dennis 
Desitin Chemical Co. 
Chas, A. Weeks & 

Co, 

Despatch Oven Co. 
Foulke Agency 
C. B. Dolge Co. 

» Caples Company 
Edward Don Co. 
Phillips Advertising 

Co. 

Cc. H. Dutton Co. 
Crescent Advertising 

Agency 
Eastman Kodak (Also 

Re-ordak) 

J. Walter Thompson 
The Egry Register 


ompany 
Jaap-Orr Company 
Emerson Electric Mfg. 
Compar 
Wintus Drescher- 
Brandon, Inc. 
Everest & Jennings 
Brooks Advertising 
Agency 
Executone, Inc. 
The Joseph Katz Co. 
Finnell System, Ine. 
Johnson, Reed & Co. 
Florida Citrus Commis- 
sion 
Noyes & Sproul, Inc. 
Forbes Stamp Company 
Ben Dean Adv. 
Agency - 
General Electric X-Ray 
ry Cormoration 


General Electric Co. 
Newell-Emmett Co. 
General Foods Corp. 
Benton & Bowles, 
Ine. 
General Motors Corp. 
MacManus, John & 
Adams, Inc. 
Gonevieve Gittware Co. 
Kencliffe Associates 
The Gerson-Stewart 
Corporation 
Lang, Fisher & 
Stashower, Inc, 
Greenwald Company, 
Hall China ney 
W. S. Hill Company 
Charles A. Haney & 
Associates 
Sutherland-Abbott 
Advertising 
Hanovia Chemical & 
Mfg. Co. 
Scheck Advertising 
Agency 
James G. Hardy Company 
Needham & 
Grohmann, Inc. 


had 


HOsPITAL MANAGEMENT 


Hill-Rom Company, Ine. 
Caldwell-Larkin & 
Company, Inc. 
Hilyyard Chemical Co. 
Harrison Hartley 
Advertising 
Hoffmann-LaRoche, Inc. 
H. M. Kiesewetter 
Advertising Agency 
Franklin ©. Hollister 


Company 

Behel & Waldie & 
Briggs, Inc. 

Horner Woolen Mills 
Company 

Root-Mandabach 
Advertising Agency 

Hospital Consultants, Inc. 

Hospital Standards 
Publishing Co. 

Vansant, Dugdale & 
Co., Inc. 

Nestiagtee Laboratories, 


ne. 
Bonsib Advertising. 


Inc. 
tile Electric Corp. 
Noyes & Sproul, Inc. 


Kreicker @ Meloan, 
Ine. 

Institute of Living 

Institutional Products 
Company 

Wm. G. Seidenbaum 
& Company 

International Business 
Mac orp. 

Cecil & Presbrey, 
Ine. 

International Silver Ce. 

Newell-Emmett Co. 

Jackson Dishwasher Co. 

Gregory Advertising 


Co. 
Johnson & Johnson 
Hanly, Hicks & 
Montgomery, Inc. 
Noves @& Sproul, Inc. 
Jones Metal Products Co. 
Buyer & Bowman 
Kelley-Koett Mfg. Co. 
The S. C. Baer Co. 
W. K. Kellogg Co. 
Kenyon & Eckhardt, 
Ine. 
B. H. Lawson Associates, 


Ine. 
Lederic Labs., Ine. 
Geare-Marston, Inc. 
Lehn & Fink, Ine. 
Lennen & Mitchell 


Libbey, Owens, Ford 
Glass Company 
Fuller, Smith & Ross 
Eli Lilly & Company 
Liquid Carbonic Corp. 
Evans Associates, 
Inc. 
Lowebeo Co., Inc. 
Meyer Both Co. 
Macalaster - Bicknell 


ompany 
Branstater-Hamomnd 
MacGregor Instrument 


Company z 
Eddy-Rucker-Nickels 
Company 
Mallinckrodt Chemical 
Works 
Murray Breese 
Associates, Inc. 
John Marshall Insurance 
Company 
Foote, Cone & 
Belding 
Marvin-Neitzel ad 
Armstrong, Schleifer 
& Ripin 
Massillon Rubber Co. 
Scheel Advertising 
Agency 
Master Surgical 
tr Company 
& Company, 


Inc. 

Harold Marshall 
Advertising 

The Mennen Comnany 

Grey Advertising 
Agency, Inc. 

Mercer Glass Works, Inc 

Cowee-Rattner 
Advertising 

Merck & Company, Inc 

Chas. W. Hout Co., 
Ine. 

Metropolitan Wire Goods 

Hixson-O' Donnell 
Advertising 

Louis Milani Foods 

Smith, Bull & 
McCreery, Inc. 

Mills Industries, Inc 

Holder Morrow 
Collier, Inc. 

Minneapolis- Honeywell 
Regulator Co. 

Addison Lewis & 
Associates 

M & H Laboratories 

W. B. Doner & Co. 

National Drug Co. 

Cortez F. Enloe, Inc. 


North American Philips 
Co., Ine. 
Erwin Wasey & Co. 
Oakite Products, Inc. 
Rickard and Co. 
Orthopedic Frame Co. 
Wesley Aves 
Assoc. 
Oxygen Equipment Mfg. 
or 


p. 

Jasper, Lunch & 
Fishel, Inc. 

The Ohio Chemical & 

fg. Company 

Meermans Inc, 

Pacific Mills 

Williams @& Saylor, 
Ine. 

Pan-American Publishing 
Co., Inc. 

Parke, Davis & Co. 

L. W. Frohlich @ Co. 

Murray Breeze Assoc. 

Porker D. Perry, Inc. 

The Eddy-Rucker- 
Nickels Company 

— Record 
ompany 

Root-Mandabach 
Advertising Agency 

Albert Pick Co., Ine. 

Earle Ludgin & Co. 

Picker X-Ray Corp. 

Geo. P. Pilling Son 


Company 

Le -amsdell & Co., 
Inc. 

Pitswury Mills, Ine. 

McCann-Erickson, 
Ine. 

Pioneer Rubber Co. 

Carr Liggett 
Advertising 

Pittsburgh Corning 
Corporation 

Batton, Barton, Dur 
stine & Osborn, 
Ine. 

Pittsburgh Plate Glass 


0. 
Batton, Barton, Dur 
stine & Osborn, 

Ine. 
Proctor & Gamble Co. 
Compton Advertising, 
Ine. 
Pure Food Co., Ine. 
J. M. Mathes, Inc. 
Puritan Compressed Gas 
Corporation 
Phillips Reick-Fardon 
Quaker Oats Co 
LaRoche @ Ellis, Inc. 
Remington Rand, Inc. 
Leeford Advertising 
Agency, Inc. 


@ HOSPITAL MANAGEMENT @ 


LARGEST VOLUNTARY NET PAID HOSPITAL CIRCULATION IN U.S.A. 


Reynolds Tobacco 
any 
Esty Company 
Monash- Y ounker 
Company, ine. 
Kock-Tred Corp. 
Edward C. Kennedy, 
Advertising 
Rosemary Sales-Simtex 
Mills 
The Lavenson 
Bureau 
Will Ross, Inc. 
Paulsontierlach & 
Associates 
The Sanicon Company 
Stanley S. Gross @& 
Associates 
Cows Paper Mills. 


ne. 
Maxwell-Davis, Inc. 
—. H. Sargent & Co. 
Kreicker & Meloan, 

Inc. 
Savory Equipment Co 
Hixson-O' Donnell 

Advertising, Ince. 
J. A. Sexauer Mfg. 


ompany 
Reiss Advertising 
Agency 
John Soxton Company ~ 
Von Arx Advertising 
Agency 
Shenango Pottery Co. | 
Ray Sayre Advertis 
ing Agency 
Simmons Company 
The Buchen Company 
J. 9. Co. 
Greist, Inc. 
Smooth Ceilings System 
Spring-Air Compan 
MacDonald Cook Co. 
E. R. Squibb & Sons 
Wm. Douglas 
McAdams, Inc. 
Standard Gas Equipment 
Cor 


Hixson Donnell 
Advertising, Inc, 

Hotel Strand 

Atlantic Coast Resort & 
Hotel Publicity Bur. 

W. F. Straub & Co. 

Mitchell-Faust 
Advertising Co. 

a? Straus- Duparquet. 


ne. 

Redfield-Johnstone, 
Ine. 

Strong Cobb & Co., Ine 

Murray Breese 
Associates, Inc. 

The Swartzbaugh Mfg 


es 
Beeson-Faller- 


Reichert, Inc. 
Thonet Bros., Ine. 
Needham and 

Grohmann, Inc. 
Underwood Corporation 
Marschalk @& Pratt 

Company 
The Upiohn Company 
Wm. Douglas 

McAdams 
Vacuum Foods Corp. 
Henry A. Louden 

Advertising 
The John Van Range 


Company 
Venable-Brown Co., 
Ine. 
R. Wallace & Sons Mfg 


0. 

Ellington & Company 
Inc. 

The Wander Company 

L. G. Maison & Co. 

Warren Webster Co. 

Wm. Jenkins Adver- 
tising Agency 

Wellington Sears Co. 

H. B. Humphrey Co 

Wells Organizations, Inc 

Rowland Broiles Co. 

The Wilson Rubber 
Company 

Woodburn & 
Associates 

Winthrop-Stearns, inc 

Cortez F. Erloe, Inc 

Harry C. Phibbs Co 

Max Wocher & Son 
Company 

S. C. Baer Company 

Wonder Wash Corp 

B. R. Kupsick 
Advertising 

Zimmer Mfg. Company 

Louis E. Wade, Inc. 


1200 West Loke Street 
“-=@ phone TAYlor 4260 
Chicago, Illinois 
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Pflaum Quits Agency; 
Balsam Gets Accounts 


Stanley F. Pflaum will dissolve 
his agency, Stanley Pflaum Asso- 
ciates, Chicago, on Aug. 31. He 
will make his future home in 


southern California, from where}! 


he will announce future plans 
about Dec. 1. 

Harold S. McGuire, vice-presi- 
dent, will join the William Bal- 
sam Advertising Agency, Chicago, 
which will take over the accounts 
of the Pflaum agency. 


GF Seafoods Move 


Headquarters offices of the sea- 


foods division of General Foods, 


Corp., New York, have moved to 
No. 1 Boston Fish Pier. 


New Tri-Wheel 
Corp. Produces 
3-Wheeled Auto 


Oxrorp, N. C.—A three-wheel 
motor vehicle has been put into 
production here by the Tri-Wheel 
Motor Corp. 

The vehicle, which has a two- 
cylinder, 7.2 horsepower engine, 


is designed primarily as a com-| 


‘mercial delivery unit, although a 
utility model seats four persons. 
_The company plans to produce 50 
units by the end of this month 
and will increase production by 
100 or 150 units each succeeding 
month. 


Tri-Wheel will sell the vehicles | 


|through state distribution on a 
| five-year exclusive franchise. In 
|}areas where there is a delay in 
appointing a distributor, dealers 
will be appointed direct. C. D. 
|Gill, president of the new com- 
pany, said that a cooperative 
dealer program of advertising will 


Ne 
a 


be used, in which the company 
will spend $3 to $5 per unit for 
newspaper ads, providing the 
dealer matches that expenditure. 
Four models are being made: 
pick-up model with open baggage 
| compartment, retailing at $745 
| f.0.b. factory; closed delivery deck, 
| $760; three-passenger utility, $775; 
land high-boy model, with four- 
foot top for cleaners and dyers to 
| hang garments, etc, $785. 
Standard automobile parts are 
|used in the vehicle, which has a 
| wheel base of 85 inches, an over- 
all width of 53 inches and an over- 
(all length of 126 inches. 


ADC Appoints Slayton 


Eric R. Slayton, formerly 


wave radio relay and channeling 
lequipment of the RCA Victor di- 
vision of Radio Corp. of America, 
Philadelphia, has been appointed 
|sales manager in charge of pro- 
motion and distribution for the 


group sales manager for micro- | 


electronic and hearing test equip-| 
ment of Audio Development Co., | 


Minneapolis. 


ALLIANCE REVIEW 


ATHENS MESSENGER 


BELLEVUE GAZETTE 


TRIBUNE 


CIRCLEVILLE HERALD 


DELAWARE GAZETTE 


GENEVA FREE PRESS 


IRONTON TRIBUNE 


ASHLAND TIMES-GAZETTE 
ASHTABULA STAR-BEACON 


BELLEFONTAINE EXAMINER 


BOWLING GREEN SENTINEL- 


BUCYRUS TELEGRAPH-FORUM 
CAMBRIDGE JEFFERSONIAN 
CHILLICOTHE GAZETTE 


CONNEAUT NEWS-HERALD 
COSHOCTON TRIBUNE 


EAST LIVERPOOL REVIEW 
ELYRIA CHRONICLE TELEGRAM 
FINDLAY REPUBLICAN-COURIER 
FOSTORIA REVIEW-TIMES 
FREMONT NEWS-MESSENGER 


HAMILTON JOURNAL-NEWS 


KENTON NEWS-REPUBLICAN 
LANCASTER EAGLE-GAZETTE 


Write, wire or phone for further information 


542,853 DAILY CIRCULATION 
IN WEALTHY OHIO 


... here are the 49 NEWSPAPERS that give you this 
fast-growing circulation ... over 1,500,000 loyal readers 


LOGAN NEWS 


MARIETTA TIMES 
MARION STAR 


MARTINS FERRY TIMES-LEADER 


MARYSVILLE TRIBUNE 


MIDDLETOWN JOURNAL 


MT. VERNON NEWS 


NEWARK ADVOCATE 


NEW PHILADELPHIA TIMES 
PAINESVILLE TELEGRAPH 
PIQUA CALL 


PORTSMOUTH TIMES 


RAVENNA-KENT RECORD 
SALEM NEWS 


SIDNEY NEWS 


TROY NEWS 


TIFFIN ADVERTISER-TRIBUNE 


UHRICHSVILLE CHRONICLE 
URBANA CITIZEN 
VAN WERT TIMES-BULLETIN 


WASHINGTON C. H. RECORD- 


HERALD 


WILMINGTON NEWS JOURNAL 


Net Paid Circulation March 1948, 542,853 


WOOSTER RECORD 
XENIA GAZETTE 
ZANESVILLE TIMES RECORDER & SIGNAL 


EVELAND 13, OH! 


Eee eee Re 
* CINCINNA 
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New Yorker Al Burwinkle, Federal Advertising Agency’s art di- 
rector, went to Europe as a member of the U. S. volley ball team, 
but when Great Britain didn’t participate in the event, it was 
dropped from the official schedule. Al and his team played any- 
way and won 21 out of 22 games, beaten only by the Czechs. The 
only casualty was a broken thumb suffered by Al, which is quite 
a handicap to an artist. . . 

William Whitehouse, New York ABC new>; cditor, is the proud 
papa of a baby boy, William Christopher. 

Andrew N. Jergens II, president of the soap and perfume com- 
pany bearing his name, was married this month to Mary Roling of 
Cincinnati, formerly his secre- 
tary... Lyle Reeb of WAAT, 
Newark, N. J., will be married 
next January to Ruth Fox of 
Essex Falls and Mantoloking, 
SS ae 

Dr. A. L. Ashby, who recent- 
ly retired as vice-president and 
general counsel of NBC, has 
been elected president of Olivet 
College, Olivet, Mich. . .Charles 
J.“ Lanphier, president of 
WFOX, Milwaukee, has been 
reelected president of the 
League of Wisconsin Radio 
Stations. . 

H. T. Sloss, co-publisher of 
Apparel Arts, tried to do a good 
turn several weeks ago by hav- 
ing new rate cards made with 
more white space for easier 
reading, but didn’t get very 
gratifying results. When the 
media directors received the 
new cards they also received 
Apparel Arts’ new ABC circu- 
lation figures which were in- 
creased. Without reading the 
rate cards the media men took 
it for granted that the maga- 
zine’s rates had jumped and 
such conversations as “what do you mean pulling a rate increase 
on me,” burned Mr. Sloss’ telephone ear for the next week... 

Keith J. Evans, a.m. of Jos. T. Ryerson & Son, Chicago, gave 
his twin daughter Barbara in marriage to Arthur Leland Boucher 
at Riverside, Ill., Aug. 18. The young couple will live in Pasadena, 
Cal., where Mr. Boucher expects to be in radio. . . 

The Western Advertising Golfers Association celebrated a hole 
in one at its tournament at Knollwood Country Club Aug. 18, when 
Milo R.. Little, of Commercial Illustrators, Chicago, dropped an ace 
at the twelfth, a 140-yard water hole. Witnessing the exploit were 
Gale Blocki, John Blair & Co.; C. M. Freeman, Station WLS, and 
Fred A. Moulton, Washington, D. C., agencyman.. . 

Vacation for Jim Smith of the Young & Rubicam, Hollywood, 
art department, provided the opportunity for him to sketch and 
watercolor his way up the California coastline. .. Charles E. Arnn, 
v.p. and ad director of the Los Angeles Daily News, has been ap- 
pointed a member of the Los Angeles board of Civil Service Com- 
missioners. He is filling an unexpired term ending July 1, 1949... 


IGOR HIMSELF—Rod Maclean, as- 
sistant cashier and ad manager, Union 
Bank & Trust Co., Los Angeles, presented 
his novelty act, Igor Beavor, a Most 
Inauspicious Caucasian, at the annual 
Bankers’ Day program of the American 
Right of Way Association, Los Angeles 
chapter. 


. 
sa 


MICHIGAN OUTING—Executives of the Dodge Division sales department and 
Ruthrauff & Ryan, the Dodge agency, were photographed during a fishing outing 
on Lake St. Clair by Tod Reed, vice-president in charge of R&R's Detroit office. 
Left to right on the deck house are Frank Quail, associate art director, R&R, 
and A. E. Horne, Dodge ad manager. Seated on the deck are (left to right): 
L. J. Ouellette, director of distribution; A. H. Green, director of business man- 
agement, both of Dodge; K. S. Pratt, R&R account executive, and C. A. Tem- 
pleton, Dodge sales supervisor. 


Clarence Francis, chairman of the board of General Foods, re- 
ceived an encouraging prediction from Magician Roy Benson at a 
recent GF luncheon, when the entertainer, who didn’t know Mr. 
Francis’ position, told him he should stay with GF and would 
probably “go far.”’ The magician also proceeded to bake a Swan’s 
Down cake in Mr. Francis’ straw hat. . . 

Simon & Schuster take note—Bill Suchmann of Morse Interna- 
tional just bought a companion for his pet cat, Simon—and named 
the new kitten Schuster. . . Henry W. Ralston, vice-president and 


secretary of Street & Smith, New York, is celebrating his 50th 
anniversary with the firm... 

Diana Stanley’s arrival Aug. 10 was announced by her father, 
Emil G. Stanley, v.p. and ad dir. of Traffic Service Corp., Chicago, 
in a salesman’s call report giving all the details of the transac- 
en: .. 
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All-Year Club 
Sets $290,000 
‘48-49 Budget 


Los ANGELES—The All - Year 
Club of Southern California will 
spend $290,000, mainly in news- 
papers and general magazines, in 
its 1948-1949 campaign to snare 
the vacationer’s dollar for this 
area. 

The first phase of the campaign | 
is now under way with newspaper | 


insertions in selected cities, in- 
cluding New York, Chicago, In- 
dianapolis, Des Moines, Kansas 


City, St. Louis, Detroit, Cleveland, 
Milwaukee, Omaha, Wichita and 
Minneapolis. All ads are sched- 
uled for travel pages or weve 
editions. 

The opening ad has the Polat 
“Look At Fall In Southern Cali- 
fornia,” a continuance of a strat- 
egy which since the war has been | 
toward the goal of maintaining 
tourist income at high levels 
throughout the year and achieving 
year-round stability. Previously, | 
promotion had been confined to 
the summer and winter seasons. 

The fall promotion will consist | 
of five weekly insertions in most 
of the list, with some carrying ads 
for an additional four or five 
weeks. The southern California 
fall season is considered to cover 
September, October, and Novem- 
ber, and according to Alan R. 
McElwain, public relations direc- 
tor, timing of the current adver- 
tising does not follow that of the 
winter and_ spring promotions 
which are usually scheduled fur- 
ther in advance. 

A schedule will be carried in 
general magazines, but details are 
not yet available. It is expected 
the organization will use _ its 
magazine space to tell a horizontal 
story of the “four seasons” in 
southern California, with news- 
papers assigned the vertical job 
of “timely closers” for each of the 
seasons. 

Foote, Cone & Belding handles 
the account. ; 


Carroll Promoted 


C. W. Carroll, advertising and 
sales promotion manager, has 
been appointed sales and advertis- | 
ing manager of the Skan photo- 
graphic line made by G-M Lab- 
oratories, Chicago, manufacturer 
of Skan photographic products | 
and Surf electric appliances. 


$7,000,000 
BUYS A LOT OF BATTERIES 


And that’s only a minor fraction of 
the $1'% billion Motor-Freight Car- 
riers spent last year on parts, fuel, 
equipment and the thousand-and- 
one other things they need. Motor- 


**where- 


Freight Carriers get their 
to-buy-it” information from the 
pages of TRANSPORT TOPICS, 
the only ABC paper devoted to 
trucking. 16,000 paid copies weekly; 


45,000 Third-Monday distribution. 


@ 


Gransport Gopics 


The Notional Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 


Three Join Prestige 


The following appointments) 
have been made by Prestige, Inc., | 
New York, hosiery manufacturer: | 
Herbert Friedland, formerly with 
Lombardy Dress Co., New York, 
advertising coordinator; Norma 
Craig, formerly West Coast fashion 
editor for Parents’ Magazine, as- 
sistant fashion and publicity di- 
rector, and Angela Cuccio, for- 
merly with Deering - Milliken & 
Co., in charge of color coordina- 
tion on the dealer help program. 


Gets Cereal Account 


Shredded Wheat Co. Ltd., of) 
Welwyn Garden City, Herts, Eng- 
land, a subsidiary of National Bis- 
cuit Co., has appointed the Lon- 
don office of McCann-Erickson to 
handle advertising of Welgar 


Shredded Wheat, effective Oct. 1. 


Ae come '¢ Aetedesoh a pea a+ 
STETSON HATS Pir. f 
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Let Maxwell Place Your “High-Spots.”’ 
This, for example, is our Stetson Hats on 
Lincoln Highway at Philadelphia City Line. 


Write — THE R. C. MAXWELL CO., TRENTON, N. J. 


BOOKLET 
ANSWERS 


the questions you’ve been 


asking... 


When Movie Advertising Bureau’s Continu- 
ing Study of Theatres for Movie Advertising 
was announced, questions from agencies and 
advertisers flooded in: ‘‘Who can see the Study? 
What new data does it offer on choosing thea- 
tres for Spot Movie ads according to selling 
power of theatre? How will it help me plan a 
movie advertising campaign?”’ 

Now these questions— and many more — 
are answered briefly and to the point in the 
Bureau’s 16-PAGE STORY OF THE CON- 


TINUING STUDY. Each grouping in the 
Study is explained. Among other facts, you'll 
discover that 11,250 theatres out of a total of 
17,930 screen movie ads. Call or write for 
your copy of the booklet today. 
ARE SPOT MOVIE ADS SELLING 
FOR YOUR PRODUCT? 

. Many national advertisers are selling with 
Spot Movie advertising on theatre screens, the 
only medium that sells with sight, sound and 
demonstration in color or black and white. 


ASK MOVIE ADVERTISING BUREAU 


MOVIE ADVERTISING 
PRESENTS 


fe arrange a screening for you of current Spot Movie ads 
for famous brands. See for yourself that these ads are not 
only superlative salesmen but good theatre — produced 
with all the skill and savvy of feature pictures. 


Rage 
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BENDIX HOME APPLIANCES, INC. 
Tatham-Laird, Inc 


FORD DEALERS 


J. Walter Thompson Company 
GENERAL BAKING CORPORATION (Bond Bread) 
Batten, Barton, Durstine & Osborn, Inc. 
NATIONAL BISCUIT COMPANY 
McCann-Erickson, Inc. 
SINCLAIR REFINING COMPANY 
Hixson-O' Donnell Advertising, Inc. 
UNITED FRUIT COMPANY 
Batten, Barton, Durstine & Osborn, Inc. 
WARD BAKING COMPANY 
J. Walter Thompson Company 


PLUS 48,000 LOCAL MERCHANTS 


-aTiSING BUREAY 


v7.".¥. 0 ae ee 
, Mow Yee Chicage 1 + Phone ANDover 3922 


EASTERN OFFICE: 70 Foul 
wasters cornet: 333 00 MONT 


nboosoooooe? 


Member : 
ONITED FILM SERVICE, INC: KANSAS CITY + CHICAGO - CLEVELAND 
MOTION PICTURE ADV. SERVICE CO., INC.: NEW ORLEANS - NEW YORK . GIRMINGHAM . ATLANTA ~ MEMPHIS 
Representatives throughout the GF States 
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BBDO Appointed 
by Republicans 


WASHINGTON—T he Republican 
National Committee, Washington, 
has appointed Batten, Barton, 
Durstine & Osborn, New York, to 
handle advertising and promotion 
for the Presidential campaign. 

Ben Duffy, BBDO president, 
will supervise the program from 
the agency’s New York office. 
BBDO’s 11 offices throughout the 
country will cooperate with re- 
gional, state and local committees. 


Are You 

interested in Western Food Processing? 
WESTERN PACKING NEWS SERVICE 
(Est. 1939) covers production and distri- 
bution of Calif., Ore., Wash., packers of 
canned, dried, frozen and specialty foods. 
Subscription $5 yearly. Sample on request 
Publishers: $.0. McFadden News Bureau 
7 Front St., San Francisco 11, Calif. 
Also Publish West. Trucking News Serv. 


Ford Bond, president of Ford 
Bond Radio Productions, New 
_York, who has functioned as radio 
adviser to Governor Dewey for 
the past six years, has been named 
radio consultant to the governor 
for the campaign. 

Edward T. Ingle will continue 
as radio director for the commit- 
tee. 


Wilson Rejoins Landers 
Edward F. Wilson, formerly with 
Manning-Bowman, has _ rejoined 


| Landers, Frary & Clark, New Brit- 


ain, Conn., in the sales department. 
His new duties will be in the 
metropolitan New York area. 


Appoints Rich 

Bernard W. Rich, formerly sales 
manager for Industrial Packaging 
'Co., Brooklyn, has rejoined the 
Advertising Corp. of America, New 
| York, maker of sales aids, as sales 
| Manager. 


1 Sele Ql 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


1721 No. Wells St., Chicago 14 


W hight PHOTOGRAPHIC ILLUSTRATIONS 


Drums, Bugles, 
Pretty Gals All 


Get in Spam Ads - 


Band-Choir Troupe 
Hypos Sales West 
of the Mississippi 


AusTIN, Minn.—With bugles 


heralding their arrival and snare | 
drums rolling at a quick step, | 


George A. Hormel & Sons’ Spam 
girls are barnstorming midwest- 
ern, western and southwestern 
markets in an all-out promotion 
of the packing company’s chili con 


carne, vienna sausage, and deviled | 


ham products. 

The 65 ex-servicewomen, all 
outfitted in snappy _ uniforms, 
started as a drum and bugle corps 
for the Hormel Spam Post of the 
American Legion, but have since 
“been recruited by the . company 
and Batten, Barton, Durstine & 
Osborn, Minneapolis, for their 
role as a marching band, choral 
group, house-to-house coupon pas- 
sers, a package radio show, and 
as “salesgirls” in local grocery 
stores. 

The 13 sleek white autos which 
carry the Spamerettes have in- 
| vaded Texas, southern California, 
Wisconsin and Minnesota since 
| March, and are set to bring their 
drum beats and_ spine-tingling 
brass to Illinois and Indiana dur- 
ing September, where they will 


“Yep, Luse The American Girl to keep Dad posted on Brand Names” 


*. 


Our teens are people with a will of their 
own. They can exert that will over the 
entire family . . . and do! They even 
change the buying habits of the whole 
household. 

For instance, 75.39 of The American 
Girl readers actually suggest the buying 
of new brands of food.* That's typical 


Singer Sewing Machine, Swift & Co., 
are consistent advertisers in The Amer- 
ican Girl. 

When you advertise in The American 
Girl, you make real champions for your 
brand name. The American Girl is the 
magazine with unique reader loyalty, the 
magazine teens and sub-teens read and 


of the reasons why big industries like live by. 
Ford Motor Co., General Electric, *From a survey conducted by Barnard & Co. 
@ e 
MAGAZINE 


155 East 41th Street, New York 
Published by the Girl Scouts of the U.S. A.—for all girls 


Guaranteed Average Net Paid ABC circulation—450,000 * Now delivering over 500,000 | 


De ty Z,-= 
a . 


the town by storm / 
HORMEL CHIL! CON CARNE 
| 
foo 


SPLASH—With copy like the above 

and the fast-stepping Hormel Spam 

girls to give the citizens an eye-full, 

George A. Hormel & Sons of Austin, 

Minn., is boosting sales of its products 

in the Twin Cities and Duluth-Superior 
markets this month. 


| spark a rapid-fire direct mail and 
| door-to-door coupon push on be- 
/half of Hormel packing company’s 
products. 


Double in Brass 


The girls double in brass as a 
26-piece band and choral group, 
and comprise Hormel’s only spon- 
/sored radio program, heard over 
the Don Lee Network and 45 Mu- 


inally only a drum and bugle 
(corps, they were trained as a 
|smooth-functioning entertainment 
|unit, band and as an advertising 
| and promotional staff. 

| The girls, attired in trim gray 
‘and red uniforms with overseas 
|caps, have proved the answer to 


'the problem of expensive road-| 


|show radio programs faced by 
many national advertisers. Pri- 
marily advance salesmen and cou- 
poners for Horme| advertising 
campaigns, they also serve as a 
complete radio program unit, and 
originate their weekly stint from 
'whichever town they happen to 
| be appearing in at the time. Hor- 
mel people and BBDO officials 


| hope their show may soon become 


| and the girls real salesmen. 


In the current campaign, three 
advertisements are scheduled in 
the various newspapers where the 
girls are to appear. The first in- 
sertion heralds their arrival, fol- 
lowed by two “reminder and sell” 
insertions. The campaign was 
tested in Texas last spring, then 
moved to California. and Wis- 


| tering Minnesota, to be followed 
| by Iowa and Illinois in the fall. 


|this year and next, with the cou- 
pon deal. 


Girls Are Hunted 


In the couponing, both direct 
mail and _ house-to-house 
niques are used, the former being 
adopted more generally now, for 
Hormel found its Spam girls were 
of more use stationed in grocery 
stores in the various towns to re- 
deem the coupons for free prod- 
ucts or two-for-price-of-one deals, 
|than delivering the coupons. 
| An innovation in couponing has 
| proven successful as an advertis- 
|ing gimmick aimed at stepping up 


store traffic and sales volume. The | 


| 1,200 coupons an hour, 


| towns, 


tual stations in the Midwest. Orig- | 


|a network program, coast-to-coast, | 


consin and during August is en-| 


Other markets may follow later | 


tech- | 
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|}coupons are “personalized” with 
| the picture and name of one Spam 


girl imprinted. Customers are 
asked to hunt the girl up and 
identify her in one of the stores in 
their town. Successful shoppers 
receive two free cans of Spam. 

The girls are able to distribute 
on the 
average, each day in the towns 
they work. When their fleet of 13 
white cars invades these small 
usually just off arterial 
| highways, the entire town is soon 
_ buzzing about the unusual cam- 
|paign. Girls are divided into 
|groups of five each and these 
| groups work a four block section, 
| posting a spiked stick at the block 
/corner to indicate it is being 
| worked. Houses are chalked as a 
further means of identification to 
| feHow workers. 


Uses Various Media 


Normally the fall is the big sea- 
|son for Hormel advertising to 
'break but this campaign, aimed 
primarily at pushing consumption 
of the chili product as a “year- 
'round” food item, was considered 
|somewhat of a “filler” in between 
‘normal advertising periods. The 
| company is aiming to dispel con- 
|/sumer opinion that the product is 
/a seasonal one, although eastern- 
|ers still are poor consumers for 
| chili any time. 

About 40 midwestern newspa- 
| pers have been used in the current 
campaign with full-page black- 
and-white announcement _inser- 
tions followed by 1,000-line ad- 
vertisements, plus a large amount 
of merchandising display material, 
-handbills, pennants and mass dis- 
plays for retailers. 

Surrounding the entire coupon 
campaign is Hormel’s over-all na- 
tional advertising with two or 
three back covers of Time sched- 
uled yearly in addition to black- 
and-white and color schedules in 
Metropolitan Sunday Comics 
Group, outdoor, etc. 


| Ad Council Adds Fox 


as PR Director 


Maxwell Fox, formerly execu- 
tive editor of Tide, New York, has 
been appointed public relations 
'director of the Advertising Coun- 
cil, New York. Prior to joining 
Tide in 1945, Mr. Fox was national 
publicity director of USO-Camp 
Shows, Inc. 

From 1933 to 1942 he main- 
tained his own business news bu- 
reau in Boston and also handled 
publicity and press relations for 
the New England Clothiers & Fur- 
nishers Association. Mary Hanlon 
of the council will assist Mr. Fox 
in press, magazine and radio pub- 
licity. 


Y&R Transfers Doyle 


Richard N. Doyle, formerly in 
the media department of Young & 
Rubicam, New York, has_ been 
transferred to the agency’s San 
Francisco office as a space buyer. 
Mr. Doyle joined the agency in 
1947. Edward M. Murray, for- 
merly with the New York World- 
Telegram, has joined the research 
department of Young & Rubicam 
in New York. 


Marketers to Meet 

The 20th annual Boston con- 
ference on distribution will be 
held Oct. 25-26 at the Hotel Stat- 
ler, Boston. 


: The Key to 


% 


GUILD COMPANY 


eae ae ee of VF N.Y, “gs 


SINCE 1899 


Seagate Fe OUT 


Tell us about your 
offer and we will — 
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‘5th Network’ Set 
for Mid-October 
Debut: Healey 


which aspires to be the “fifth na- 


: tide . ” i i i ; rection of Clarence Jordan. Henry |® w 
tionwide network,” says one and affiliate, pending the completion tige campaign, in addition to the G¢ wehde Jr. was the council tat 
one-half hours of live program- | of WXKW, which went on the air ee . Wehae Jr. s council sta 
; ve j : : $4,767,000 Army advertising bud- executive on this project 
ming, originating from WOKO early this month and now is serv- get dufing 1947, brought in more ~ , S project. remember 
here, has been sold for UBS. | Ing American in that area. Op- thon 1,500,000 volunteer recruits Business 


Mr. Healey also is general man- 
ager of the Governor Dongan 
Broadcasting Corp., owner and op- 
erator of WOKO. 

No affiliates have been signed 


yet by the embryonic network, | 


which proposes to combine live 
telephone wire service and tape 
recordings, but two New York sta- 
tions already are lined up for UBS 
programs starting in mid-October. 
Negotiations, he said, are in 
progress with some 20 stations. 
“Our first purpose is to set up 
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will be pushed during the net- 
work’s early days. 

“Moving slowly at first, we 
should be well started by the first 
of the year,” the radio executive 


WOKO was ABC’s temporary 


erating on 1,000 watts day and 
500 night, WOKO broke the 
‘ground for its 5,000-watt trans- 
mitter last week. 


2 Newspapers Up Price 

The Evening Times, Little Falls, 
N. Y., and the Evening Telegram, 
Herkimer, N. Y., have raised their 
prices from four to five cents a 
| copy. 


Council's Army 
Prestige Drive 


Draws 1,500,000 


said. “We are on a kind of cru- served as coodinator on the cam-| wear and work clothing. He pre- 
: Ww ai , ‘ , yiously handled the Arkansas- 
ALBANY — James T. Healey, sade; we hope that our network paign. The volunteer agency was Vi0usly 
president of the newly formed will be a terrific boon to the | , cade a yg tee eee oa N. W. Ayer & Son, Philadelphia, Oklahoma territory for the com- 
Union Broadcasting System, | small broadcaster.” ributed by American business tO) which prepared advertising mate- Pany. 


ithe Advertising Council’s 
'U. S. Army-Army Air Force pres- 


joint 


last year. 

“This is more than any other na- 
tion has ever secured voluntarily,” 
according to Major General T. J. 
Hanley Jr., chief, U. S. Military 
Personnel Procurement Service. 

In a survey among fathers and 
mothers of boys of enlistment age, 
General Hanley said the prestige- 
building campaign resulted in a 
“tremendous increase in good 


|will toward the Army as com- 


pared to the attitude of the pub- 
lic a few years ago.” 

H. M. Warren, vice-president of 
National Carbon Co., New York, 


rials for the council under the di- 


Wiley Raises Dillen 
Goodwin A. Dillen, export man- 
ager of John Wiley & Sons, New 
York, has been appointed sales 
manager of the company. Mr. Dil- 
len joined Wiley on Jan. 1, 1946. 
In his new post he will handle 
foreign sales, supervise domestic 
book trade sales and promotion, 
quantity sales, publicity and spe- 


cial promotions and the company’s | 


promotional publications. 


Drumm Promoted 

E. H. Drumm has been named 
sales manager of W. Shanhouse 
Sons, Inc., Rockford, Il., manu- 
facturer of men’s and boys’ sports- 


Associates 


- 


a regional network with basic sta- | 
tions from metropolitan New York | 


to Buffalo,” Mr. Healey continued. 


“There are many small stations, | 


which are unable to get a network 
affiliation, or, if affiliated, to ob- 


tain the kind of service they need. | 
We hope to extend our network to | 


other sections, perhaps eventu- 
ally covering the entire nation, by 
providing these outlets with much 


needed programs via tape record- | 


ings.” 
Network Gets 30% 
that 


Asserting coast-to-coast 


radio networks as they now exist | 


are a thing of the past due to the 
advent of television and the high 


cost of telephone lines compared | 


with tape recordings, the broad- 


caster said his network will not. 


option any local station time, fur- 


nishing them only sponsored live | 


programs. 


Tape affiliates will be charged | 
How- | 
ever, UBS will also offer time on | 


$10 an hour for sustainers. 


transcribed affiliates to advertis- 
ers on a network basis. 


station’s rate card charge com- 
pared with “70% take of the pres- 


ent networks,” it was pointed out. | 
formerly a news | 


Mr. Healey, 
commentator on WGY, Schenec- 
tady, and 25% owner of UBS, will 
star in one of the network shows. 


The net- | 
work will receive 30% of the local | 
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FRITZ>- CARLSON -CASH-> INC: 


FOR SPECIAL 
OCCASIONS 


Yi iy i 
iy 
Ye 


Mr. L. C. Grant 


Dear Ludy: 


6912 HOLLYWOOD BOULEVARD 


May 13, 1948 


Maynard Boyce, Inc 
2030 Wilshire Boulevard 
Los Angeles, California 


When we obtained the Piuma Wine account in March of thie 


* HOLLYWOOD 26 + CALIFORNIA + HOLLYWOOD 7201 


It is being asked for by 
brand name and... “We 
feel that inasmuch as 


year, we recommended transportation advertising as the nun- 
ber one medium. We did this because your survey showed 7% 
of all housewives and 87% of all women ride buses or street- 
cars. Our survey showed 82% of all wine purchases are made 
by women. We therefore recommended a 50% trial showing to 


He will conduct a pronunciation 
class for the listeners. Programs 
built around local station talent 


begin in April. Our recommendation hit the "bulls eye”. 


CAR CARDS are the only 


consumer media being 
used on this campaign to 
date they are therefore 
responsible for the in- 
creased consumer de- 
mand...we are sold, and 
our client is sold on the 
impact of Transportation 
Advertising.” 


Beginning with May, the Piuma Wine showing was increased to 
100%, because Joe and Frank Piuma, owners of Pacific Wines 
(a new advertiser insofar as car-cards were concerned) found 
their sales rapidly mounting.....for the first time a domes- 
tic wine was being asked for by brand name in quantities. 

We feel that inasmuch as car-cards are the only consumer 
media being used on this campaign to date they are there- 
fore résponsible for the increased consumer demand. 


LIONS are 


QUALITY 
BUYERS 


When you advertise your product 
in the Official Publication of these 
338,000 Community and Business 
Leaders with “way above average 
incomes, you'll know your sales 
message is being read by men, and || 
their families, too, for whom there 
is no substitute for quality. 


Because of the success story of Piuma Wines, we are sold, 
and our client is sold on the impact of transportation adver- 
tising. 


Sincerely yours, 
Investigate Car Card advertising 


today... A phone call or letter 
NATIONAL COVERAGE, TOO! will bring you full information. 
’ 
THE LION Magazine gives you 


the Largest Circulation in its field, |. (nara] 


yet at the Lowest Cost per 1.000 
readers. These influential men live 
in 6.200 communities in every state, 
U.S. possessions and Canada. 


To reach an additional 17,000 
Lions in LATIN AMERICA ... ]) 
men who are wealthy business || 
leaders . . . let us tell you about | 
EL LEON, printed in Spanish. 


THE LION 
MAGAZINE 


Off. Pub. Int'l. Assn. of Lions Clubs 

Chicago 4, Ill. 
New York i S. L. Feiss 
Burton H. Johnson 


it ENE a8 
“ 

immy “sat, President 
PACIFIC COAST REPRESENTATIVES: 

HARWOOD HOYT FAWCETT @ FIELDER, SORENSEN G DAVIS e@ 


San Diego San Francisco 
Eastern Representatives: NATIONAL TRANSITADS, INC., New York, Chicago 


MAYNARD BOYCE, INC. @ 
Los Angeles 


N.W. TRANSIT ADVERTISING 
Portland 


© WTA August 1948 


BUY THE WHOLE PACIFIC COAST 


[i] VERTISINGS THROUGH YOUR NEAREST TRANSIT 
ADVERTISING REPRESENTATIVE 
| L CONTRACT 1. INVOICE 1. CHECK 
CAP! 


‘AT LOW PER TA cosT” 


Chicago - - 


Los Angeles - Henry and Simpson 
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Beer Promoted 
in Far West 


San Francisco—“Only an im-| California, 
ported beer can taste so good” is | have 


California 


Aig Tecate Mexican beer. 


Strong showings of 24-sheet 


Francisco and Oakland 
theme, are running on network |Dottles, 


; , : dent stations throu h- | bottles, 
and independent statio a | bottles. 


IF YOU USE CAR CARDS 
Send for FREE Sample | 


“CARDISPLAY” 


UNIQUE POINT-OF-SALE 
_  CAR-CARD HOLDER 


— CARDISPLAY CO. — : 


1004 MARQUETTE AVE.. MINNEAPOLIS, MINN. JORRan 


. out California and in Reno. All 
Tecate Mexican jrmeat 70-inch newspaper ads for 


| Tecate appear regularly 


To reach the large Mexican and The Greative Nan? Corner 


Spanish-speaking population in 


scheduled 


*F the sales argument California and | Several Spanish language news- 
. Nevada beer drinkers are hearing Papers and participation time and 
these days from Balfour, Guthrie |Spot announcements on Spanish 
& Co., Ltd., sole importers of | language programs aired by Cali- 
fornia radio stations. 

The company claims that Tecate | 
posters and car cards carry the|is the only imported beer avail- | 
message in the Los Angeles, San able in the western market in one- | 
areas. way quart bottles. 


Radio spots, featuring the same comes in cans, 11-oz. returnable 


and 


L. C. Cole Co., San Francisco, | 
is the agency. 


Form Detroit Agency 
William A. Mullane Jr. and Rus- 
sell A. Green have formed their 
own advertising agency, Mullane- 
Inc., 
Book building, Detroit. 


in 20 
dailies. 


Tecate’s importers 
advertising in 


Tecate also 


non-returnable 11-0z. 
returnable quart 


with offices in the 


GRANT-JACOBY STUDIOS : 
j 


936 North Michigan Avenue + Chicage 18 


: 
gi 


advertisers 


MOHAWK 2055 


of excitement. 
information about the car. 


| Soap and automobiles. Soap and automobiles. 
Here of late the Corner seems to have concen- 
trated on soap and automobiles. But there’s a 
reason—there’s so much soap and automobile 
j advertising, and so much of it so bad. 

The strongest contender, among automobile 
advertisers, for the crown that Buick has worn 
so proudly for so many years is— beyond the 
shadow of a doubt, in this Corner’s opinion— 
Ford. Specifically, the advertising for the new 
Ford. 

This is automobile advertising as automobile 
advertising should be written—and laid out. Lots 
Features. Plenty of 
i 


Big car. 
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DAYTIME COVERAGE BY WSIX 


Figures in counties indicate the percentage 
of redio families thot comprise fire s/otion ( @narson 
audience #7 the covaty. 7 ~ 


ABC AFFILIATE 
5000 WATTS:-S80KC 
and 


™ CORN 
TRAM 


PREwTSS H 


LAUDERDALE UME. | MADISON 


STONE 


cumee 


WSIX-FM 97.5MC 


Bors mee Coppngt) Moperoe Company im oN 7 Mapmeters 


Map and Tabulation Based on BMB Audience Study No. |—Mar. 1946 


Home City 
Nashville 83°/, 
Home County 
Davidson 85°/, 
x Percentage Levels 
S 80°/, and over 
si 70%, “o” “a 
60°, ““ “ 
50%, “ “o“ | 
= ———— es : a 40%, “” : 
RASHVILLE Prin nan TH TENNESSEE y 30%, aa a 
‘ Lanne Tih 25°, “a 
\. anuu TU 0 20%,“ “ | 
= . 10%, o” “ 


BMB | '°44 Radio | BMB Station 
County, Families | Audience 
Units | Families 
No of 47,850 39,810 
ties 67,540 57,61 0 
W 98,290 83,520 
16 107,030 90,130 
20 128,750 104,010 
29 159,060 120,030 
35 180,260 129,760 
43 195,490 135,120 
48 218,800 140,900 
49 224,490 142,470 
60 252,610 146,690 


Represented Nationally by The Katz Agency, Inc. 


WSIX gives you all three: Market, Coverage, Economy! 


You can have 


tising of Buick. 


Perfex to Introduce 


a New Detergent 


Perfex Co., Shenandoah, Ia., 
will introduce Sept. 1 Shina Dish, 
a new detergent made especially 
for dishwashing. The product will 
be available throughout the cen- 
tral states area. 

In addition, the company will 
air a homemaker program, the 
Kitchen Club, Monday through 


tions KMA, Shenandoah; WDAY, 
Fargo; KFYR, Bismarck; WTAD, 
Quincy; KWTO, Springfield; 
WMT, Cedar Rapids; KWOA, 
Worthington; KMMJ, Grand Is- 
land; WNAX, Yankton; KSOO, 
Sioux Falls; WIBW, Topeka; 
KCMO, Kansas City and KAYX, 
Waterloo. Additional markets will 
be added later in the year. Bu- 
chanan-Thomas Advertising Co., 
Omaha, is the agency. 


Stokely Ups Krimendahl 


Herbert F. Krimendahl, execu- 
tive vice-president of Stokely- 
Van Camp, Inc., Indianapolis, has 
been elected president of the com- 
pany, succeeding William B. Stoke- 
ly Jr., who has been appointed 
chairman of the board of directors. 
Mr. Krimendahl joined Stokely in 
1944 and prior to that was presi- 


Lincoln and Mercury advertising—they’re soft 
and too genteel. 
this is a mechanically minded country, a country 
that likes automobiles and everything about 
them, that prefers plain, hard-boiled facts about 
cars to prose-poems about them. 

The Corner promises to forget automobile ad- 
vertising for quite some while. 
sist, however, hanging a garland around a cam- 
paign which, in your correspondent’s humble 
opinion, is a model of technique for present and 
future writers of automobile copy. Not to for- 
get, of course, the similar, highly factual adver- 


Friday, starting Sept. 1, over Sta-| 


Advertising Age, August 30, 1948 


a 


your Nash advertising and your 


They fail to recognize that 


It could not re- 


i i ee i i i i i i i i ie i i ee i i ie 


in ie ee ee 


|dent of the National Canners As- 
/ sociation. 


Taylor Appoints Hoyt 

W. A. Taylor & Co., New York, 
recently appointed exclusive dis- 
tributor of Pol Roger champagne 
in the United States, has appointed 
the Charles W. Hoyt Co., New 
| York, to handle advertising for 
| this product. 


pe 


FRANKLIN 
6343 


GON 


PHOTO 
ENGRAVING 


COMPANY 
chicage 6, ilineis 


my 
a 


198 sewth clinten street 


est 


m This publication by its 
Origin (1922), its back- 
ground and demonstrat- 
led activity is of great- 


help to its 13,646 


readers in the oil- 
heating and fueloil 
industry. 


232 Madison Ave. 


-Exington 2-4566. 
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Members Approve 
Support of ANAN 
for ‘49 and After 


New Yorx—Eighty-two per 
cent of the members, represent- 
ing 86% of the circulation of the 
American Newspaper Advertising 
Network, have informed the 


ANAN of their intention to sup- 
port the network for 1949 and an- 
nually thereafter on the same 
terms as are prevailing in the first 
three-year contract for 1946 
through 1948, AA has beén told. 

Their action follows a resolution 
recently passed by the directorate 
asking the members to underwrite 
continuance of its operations. At 
the present rate of business 
growth, the ANAN—-which offers 
national advertisers volume and 
especially continuity discounts in 
13-week cycles for black-and- 
white business placed in member 
papers—would not operate at a 
profit until the end of 1949. 

The ANAN now embraces 54 
newspapers from coast to coast, 
of which 46 are “basic.” Four of 
the 54—in Phoenix, Salt Lake 
City, Fort Worth and Little Rock 
—are not yet “activated,” but the 
latter two are expected to be this 
fall. 


Still Some Major Gaps 


Decision of all members on) 
their continuing support of ANAN 
is expected to be made by Octo- 
ber. Although a few may not re- 
new, their places would be filled 
by others. At present the net- 
work has “gaps” in several ma- 
jor markets. 

ANAN executives have not di- 
vulged volume figures, nor names 


ee ee ee, ee ee ee re ee 


. 


Advertising Ag,; August 30, 1948 


through Batten, Barton, Durstine 
& Osborn. Instead of the cus- 
tomary 10-week schedule, with 
two large insertions a week, in all 
of some 1,700 dailies in the coun- 
try which accept tobacco adver- 
tising, ANAN claims credit for 
persuading this advertiser to al- 
ternate large and small insertions; 
to reduce the list to 238 larger city 
dailies, and to extend the cam- 
paign, which began in June, to 24 
weeks. 

Lucky Strike’s expenditure in 
this list, more than $2,000,000, is 
reported to be about the same 
as that for the usual 10-week, 
across-the-board newspaper cam- 
paign. 


6-Month Protection Given 


to grant national advertisers at 
least six months’ rate protection, 
E. D. Madden, executive vice- 
president of ANAN, wrote adver- 
tisers and agencies this month: 

“The member newspapers of 
ANAN have given six months’ 
rate protection on ANAN con- 
tracts ever since we started in 
business June 1, 1946. This was 
done to help agencies and adver- 
tisers plan long-range continuity 
newspaper campaigns. . 

“Our entire purpose is to make 
it easy ...to get sales results 
from _ black-and-white r.o.p. 
newspaper space.” 

Charles J. Feldmann of the Des 
Moines Register & Tribune is 
chairman of the board of the 
ANAN. 


mid - September using Life, New | 
York Times Magazine, Outdoor 
Afield, The New 


Life, Sports 


Skelly Names Barton 


Don Barton has been named 


Yorker, The Saturday Evening | Sales promotion manager of the 


Post, True and college news- 
papers. The agency is Kenyon & 
Eckhardt, New York. 


Boots Plans Fall Drive 
Boots Pure Drug Co. (Canada), 
Toronto, will launch a national ad 
campaign in Canada, starting in 
October. The first ads will pro- 
mote Boots Meloids, antiseptic 
bronchial lozenges and _ iodized 
throat tablets, with other Boots 
products featured later. The To- 
ronto office of Ronalds Advertis- 


| Skelgas division of Skelly Oil Co., 
/making his headquarters in Kan- 
|'sas City. He will supervise sales 
| promotion in the 14 central states 
'in which Skelgas operates. 


@ EXPORT @ 


TRADE«SHIPPER 
Circulates in the U. S. A. 


\s- of advertisers using the network, 
but the business in the first eight 
months of 1948 is said to be 60% 
ahead of the parallel period of 
1947. The ANAN did not formally 

rk, start selling activities until No- 

a vember, 1946. In its first full con- 

on tracting year its business is re- 

ew ported to have been larger than 

for Metropolitan Sunday Newspapers, 
Mutual Broadcasting System or 

— This Week Magazine in a similar 
period. 

Largest advertiser currently 

using the network is American 

] Tobacco for Lucky Strike cigarets, 

ING 

Y 

neois 

ao Teacher leads a 


double life 


Ls Teachers lead two active, influential lives | 
. one in the classroom and the other 
{- in the community. Their opinions and | 


preferences are respected by millions of | 
adults as well as school age youngsters. | 
The 727,000 teachers who subscribe to | 
State Teachers Magazines influence think- 
ing... and buying . . . in communities | 
everywhere. Get the complete story of | 
America's most influential market. Write | 
Georgia C. Rawson, manager. 


42 MAGAZINES 727,000 SUBSCRIBERS 


STATE TEACHERS 
~ MAGAZINES 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


In response to recent action by 
the newspaper committee of the 
Association of National Advertis- 
ers, urging newspaper publishers 


will launch a fall campa 


Plans Shirt Campaign 
Manhattan Shirt Co., New York, 


ing Agency is handling the cam- lt is read 
a ll by Export Managers 
Names Franklin Agency of 

Franklin Advertising Service,|}| LEADING AMERICAN 
Boston, has been named to handle MANUFACTURERS 


advertising and public relations of 
National Automatic Distributors 


ser , 20 V Street, New York 7, N. Y. 
Association, Chicago. a 


ign in 


Families are larger... 


Average family sizes, per US 1940 Census: 

City 3.61 members...farm family 4.25! 

Families of five to eleven were found in only 
23.8% of city homes... but in 37.7% of farm homes! 


At the farm table, the hired man may be a 
regular. Spring planting and harvest time bring 
extra boarders. Transients and friends must be fed. 
The year around, the farm wife serves more meals 
than her city sister... And farm folk work harder, 
spend more time outdoors, burn up more energy, 
need more calories and larger portions. 

Home-grown produce by no means fills the 
larder ... Farm women favor the prepared foods 
that save time, buy larger packages, quality brands 
...go to the grocer for salad dressing and sandwich 
spreads, ice cream and pudding mixes, cake and 
pancake flours, cereal, condiments, coffee, cocoa, 
tea, sugar, cake frostings, pickles, baking powder 
and beans, cookies, crackers, cocoanut, yeast, 
flavoring extracts, peanut butter, citrus juices and 
caviar, canned soups, frozen fish, baby foods! 


One of the best food markets is the world’s 
best farm market in the 15 Heart states. . . among 
farm families with the best soil, best brains, more 
education and better methods, largest investments 
in property and machinery, superior standards of 
living ... highest yields, best incomes—average gross 
$9,890 in °47, without government payments— 
$4,000 above US farm average! ... After seven 
years of peak production and prices, record cash 
savings and reduced debts! 

Relatively under-advertised . . . sparsely reached 
by general media, covered comprehensively only 
by SuccessFuL FArMING’s selected 1,200,000 
circulation ... no national advertising is national 
without this market, no national schedule complete 
without SuccessFuL FarminGc—only magazine 
delivering top farm buying power! ... Call any SF 
office for the full data and details... 

Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 


SUCCESSFU 
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You Ought toKnow ~ 


A. C. Kaufmann 


ee ei ei ee a a ei aie aie i i aie i ai i ei ai i ai i ti titi itil 


In the city of Philadelphia,; plains in good part the resurrec- 


Arthur C. Kaufmann, executive tion of the Chamber of Commerce | 


head of Gimbel’s department store |as a force for civic improvement 
and president of the Chamber of |from the ashes of an ingrown 
Commerce, is something of an/ private pressure group. 
anomaly. He’s| Kaufmann’s public character is 
one of the best|the natural product of his busi- 
known personal- | ness philosophy. He is a mer- 
ities in town— | chandiser, first and all the time, 
and he’s not a\a merchandiser of good will as 
native Philadel-| well as just goods. It’s his belief 
phian. Anyonej|that the one cannot be separated 
who knows the|from the other—that good mer- 
city will under-|chandising and good public rela- 
stand just how | tions must go hand in hand. The 
remarkable that|function of public relations, he 
is. | says, is to induce good will, de- 
Moreover, he’s| fined by the Supreme Court as 
the first repre-| “the tendency of the public to re- 
sentative of retail business to | turn where they have been served 
be elected head of the ultra-con-|Wéll.” But for any retail busi- 
servative Chamber. iness, particularly department 
How did he get that way? The | Stores, good will must extend be- 
answer is smart public relations. |¥°94 the confines of the business 
Not just expert horn-tooting, but | the community. For he believes 
the kind of public relations that |that what is good for the com- 
counts. It’s the kind that’s backed | unity is inevitably good for the 
up by effective action for the | >USimesses in it. And retail busi- 


good of the community, which in- /ness, particularly, being closest to 
cidentally is the best possible ad- 'the customer, has a vital stake in 


vertising for the store he heads. | ‘he herpes ot 
People have learned that when|. That is why Kaufmann concerns 


Kaufmann sets out to do some-| himself with such things pa 

: : rab _ | planning, traffic, and the problem 
Ging it gets done—a fact that ex |of publicizing the city by making 
|it the center of events of national 
and _ international importance, 


A. C. Kaufmann 


party conventions. That is why he 
made a trip abroad to have the 
Olympics held in Philadelphia. 
He failed this time, but he doesn’t 
think the effort was wasted, for he 
succeeded in selling the city to 
men who had known only vaguely 
of its existence. 

“Some time, perhaps,” he says, 
“one of those men may think of 
establishing a branch of his busi- 
ness in the United States. It’s 
just possible, from what he now 
knows of Philadelphia’s advan- 
tages, he might choose to settle 
here.” 
| That’s the way Kaufmann thinks 
—through binoculars, as it were. 
He takes the long view always. 
When he induced the City Plan- 
ning Commission to hold its “Bet- 
ter Philadelphia Exhibition” 


With a Total Monthly Distribution 
EXCEEDING 13,000 COPIES 


Sport Age 


has a PAID RETAILER circu- 
lation of more than 7500 — 
audited by A.B.C. PLUS an 
additional 2500 controlled RE- 
TAILER Circulation — audited 
by the C.C.A. 
Altogether, More Than 

10,000 RETAILER CIRCULATION 

This is the largest AUDITED 
RETAILER circulation of any 
sports trade paper and gives 
you the most audited Retailer 
Coverage at the lowest adver- 
tising cost. 


Spots Age 


BUSINESS MAGAZINE OF SPORTS EQUIPMENT 
260 FIFTH AVENUE NEW YORK 1, N.Y. 


such as the three recent political | 


|'the Gimbel store, he was thinking 


tions. It includes a permanent 


4dvertising Age; August 30, 1948 


;says, his one idea was to run a 


in terms of a possible tomorrow. office for the Federation president |department store some day. And 


The $100,000 or $150,000 the store 
contributed to the venture he feels 
will have been well spent when 


|that tomorrow of a better housed 


city with higher standards of liv- 
ing demanding more and better 
goods eventually materializes. 
The fact that it attracted more 
people to the store was only inci- 
dental—how much extra business 
accrued from it, he doesn’t men- 
tion. What interested him was 
that more people would see this 
important exhibit, with an audi- 
ence ready-made for it. But the 
profits in intangibles—good will 
and the coupling of the Gimbel 


and meeting rooms, and it is 
|staffed by a secretary and her 
assistant. Last year 50,000 women 
made use of the quarters. 

Another activity for which Gim- 
bel’s provides space is a salvage 
| sewing service, where old clothes 
_contributed by the public are re- 
made for indigents here and 
abroad. Gimbel’s has been the 
|leader in such movements as shoe 
‘and clothing collections (widely 
‘advertised as “Clothesline to Eu- 
rope”) and preparation of food 
| packages to be sent abroad. The 
|store gave space and _ supplied 


wrapping material for the volun- | 


‘it didn’t take him too long to do 
it, either. By the time he was 26, 
he was executive head of Mc- 
Creery’s in Pittsburgh. 

But he had started quite a bit 
before that on his department 
store career selling shirts at Kauf- 
mann & Baer in Pittsburgh. That 
was when he was 12 and his fath- 
er’s death made it necessary for 
him to work his way through 
|high school. He held three jobs— 
‘sold shirts on Saturdays, deliv- 
ered for a clothing manufacturer 
after school and umpired sports 
games. 

At Kaufmann & Baer, he went 


store with worth while projects—|teers who prepared the packages. | through the department store mill 


are evident. 


The evidence lies in the store’s | 


change of character since Kauf- 
mann’s advent 14 years ago. Then 


|it was essentially a promotion 


store attracting customers by its 
“bargain sales.” It had the slight- 
ly frayed look of bargain base- 
ment goods. Now it lives up to 
its one slogan: “Save time and 


money—you can find it at Gim-| 


kel’s’— which appears on the 
store’s front and around all its 
clocks. 

Kaufmann doesn’t like “bargain 
sales”; he calls them “manufac- 
turers’ mistakes.” And he doesn’t 
like comparative price advertis- 
ing, unless it means what it says. 


| Bargains at Gimbel’s, he asserts, 


are real bargains. Nothing is ad- 
vertised as a sale, he insists, un- 
less it has been in stock shortly 
before at a higher figure. 

The best kind of department 
store advertising, he _ says, is 


honest advertising. And he puts | 
[public relations on the same) 


footing. 
“Good public relations,” he says, 


“means simply having your name | 


appear in connection with some- 
thing worth while. Everything you 
do is public relations. It comprises 


so many bigger and smaller but | 
vitally important things than ad- | 


vertising.” 


Following this credo, the Gimbel | 


store engages in a number of al- 
truistic projects which may or 
may not bring added revenue, but 
which do cost the store money. 
Among them 


! 
tenance of a club women’s cen- 
ter—a sizable space adjoining. the | 


furniture department. It has been 
attractively decorated at the 
store’s expense and serves as head- 
quarters for the Federation of 


at | Women’s Clubs and other organiza- 


If you're watching curves—sales 
curves— it’s the one on the right. She 
and her husband spend one of the highest 
incomes among all big magazines on 
everything for home and family. 
BH&G screens them for you by a 100% 
service content that meets complete] 
with their big interest: better 
living in a better home. 

America’s First Service Magazine 


ler Hes 


1 Lar'dens 


i CIRCULATION oveR 3,000,009 


is the main-| 


| The food was sold at cost. 

All this comes under the head 
|of public relations in Kaufmann’s 
|book. As does the habit of run- 
ning ads which don’t try to sell 
anything for the store. For ex- 
jample, one recent ad was to con- 
gratulate Girard College on_ its 
100th anniversary; another to wel- 
come Harold Stassen as the new 
president of the University of 
Pennsylvania. At the time prac- 
|tical-minded business men won- 
‘dered why Gimbel’s would run 
'such “‘non-productive” ads. 

| The answer was Kaufmann’s 
|“long view” again. As he explains 
it, maybe some time someone con- 
|cerned would be wanting to buy 
| something. They’d remember the 
,ad and, thinking that Gimbel’s 
must be a good store, and char- 
itable, they’d decide to patronize 
it. 

A mighty long view, maybe, but 
Kaufmann thinks it’s a good idea 
to remember that we all have two 
minds—the conscious and the sub- 
conscious one. Good public rela- 
|tions should creep into the sub- 
conscious, he says. It’s the old 
|story of casting bread on waters 
-and having it come back well but- 
tered. 

In this category of “altruistic” 
bread-on-the water projects is 
|the annual “Woman of the Year” 
award—a $1,000 check to the 
| woman judged to have done the 
most good for the city during the 
previous year, and sponsorship of 
the Gimbel Pennsylvania Art Col- 
lection, a group of 100 paintings 
|of various sections and activities of 
Pennsylvania. The latter is “to 
express to the public our appreci- 
ation for their patronage by mak- 
ing a permanent contribution to 
the cultural life of the state.” 

But good public relations is not 
the whole story. Without good 
merchandising, Kaufmann says, 
| good public relations are not worth 
thinking about. 

“Our job is to see that we have 
the goods the public wants, when 
it wants it. We keep our inven- 
tories high to be sure we’ll have 
what our customers want, even if 
it’s a very special kind of white 
stocking only nurses wear. And 
|we get rid of ‘turkeys’ fast by 
slashing prices. You can’t sell the 
public what it doesn’t want, ex- 
cept at a price, when you can 
always rely on the bargain-hunt- 
ing instinct.” 

Merchandising is Kaufmann’s 
real metier. He never thought of 
doing anything else. As a kid, he 


|\from salesman to general mer- 
chandise manager at 24. He was 
|33 when Bernard Gimbel induced 
him to head the Gimbel Phila- 
delphia store. 

Now at 47 Kaufmann still looks 
like a young man going places. 
He’s never long at rest, a driving 
energy keeping him forever at one 
thing or another. The list of 
|honors the city has heaped upon 
him is too long to mention and 
there is scarcely any movement 
for civic betterment in which his 
|fellow citizens cannot detect the 
‘fine hand of this arch-merchan- 
| diser of good will. 


‘Disney to Use Video 

Disney & Co., division of the 
Frank H. Lee Co., Danbury, Conn., 
| will sponsor “NBC News Review 
|of the Week,” a 10-minute pro- 
| gram, on the NBC East Coast tele- 
| vision network and other stations 
|starting Sept. 5. The time was 
/bought. through the Grey Adver- 
tising Agency. 


-WMAW Joins ABC 


| Station WMAW has become the 
Milwaukee outlet for American 
Broadcasting Co. WEMP was for- 
|'merly the network’s outlet in Mil- 
| waukee. WMAW is a 5,000-watt 
station operating on 1250 kilocycles 
and is owned and operated by the 
|Midwest Broadcasting Co., Mil- 
| waukee. 


‘Names Clark-Wandless 


| Clark-Wandless Co., New York, 
has been appointed United States 
representative for Cadena Oriental 
‘de Radio, eastern Cuban radio net- 
work. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 


| 
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tured in quantity at little 
more than letterpress in 


m>. any size... get full 
Z 


particulars from 


Illinois Street. Chicago 11, Ilinois 


Genuine photographs manufac- 
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The DOCTOR at LLOYD'S 


at Liey@s were « special © 
ritet- Broker. sought after by their colle 


oterie ot 
agues for 
ach 


. will be of 
series of personalities whe 
b pn! prominent in the carty dave of Besteric Liewd’s of 

ondon 


EDWARD LUMLEY ; 
& SONS PTY. LTD. ; 
BROKERS AT 


© és 
inches in every State of the Commonwealth 


Your enquiry for further information would be 
welcome. 


EDWARD LUMLEY & SONS PTY. LTD. 
263 George St., Sydney; and 33 Wart St. Newcastle 
AMD ALL OTHER STATES 


HISTORY—This is one of a series of 

ads appearing in Australian newspapers 

for the brokers of Lloyd's of London, 

placed by Goldberg Advertising, Syd- 

ney. Each ad gives a thumb-nail sketch 

of a personality prominent in the early 
days of Lloyd's. 


| (spot) 
||U. S., may pick up a Canadian | 


Packard Plant 
Displays Tell 
Value of Ads 


Detroit—More than 10,000 em- | 


ployes of the Packard Motor Car 
Co. are learning, in a way believed 
unique, just how advertising 
makes their jobs steadier and 
more secure. 

At time-clocks and water cool- 
ers throughout the mile-long De- 
troit plant, special framed dis- 
plays feature up-to-the-minute 
proofs of newspaper and maga- 
zine advertising. 

A terse, clear interpretation of 
the advertisement and why ad- 
vertising is important to the Pack- 
ard employe shares in the display. 

George T. Christopher, 
dent and general manager, said: 
“This is the latest example of a 
continuing policy to interpret vital 
phases of our operations which 
some employes have not under- 
stood. We believe that people al- 
ways will come up with the right 
answers, if given correct and 
clear information.” 

Mr. Christopher cited the ex- 
planation currently appearing 
under the headline: “Advertising 
At Work—for YOU!” with an ar- 
row pointing to a Packard adver- 
tisement. 

“By helping build a backlog of 
orders for our cars,” the caption 
reads, “Packard advertising works 
to make your job steadier—and 
more secure. In leading national 
magazines, in full color, Packard 
advertising tells the ‘background 
story’ of Packard quality. 


Lists Coming Ads 


“In newspapers, in Packard 
dealer communities the country 
over, Packard advertising main- 


tains a steady flow of showroom 
traffic. (Packard dealers pay part 
of the cost of this local adver- 
tising. ) 

“Productive efficiency? Scien- 
tific readership studies prove that 
Packard advertisements consist- 
ently win and hold more atten- 
tion than the average automobile 
advertisement. 

“And cost? Packard advertise- 
ments reach as many as five fam- 
ilies for the price of a penny post- 
card!” 

Another arrow points 
itemization of magazines, 
and circulations. 

Proofs of the advertising, han- 
dled through the Detroit and New 
York offices of Young & Rubicam, | 


| 


to an 
dates 


have been changed once every. two | = 

weeks, so that the displays, Mr. Suit Charges RCA 
Christopher points out, “will al-| = . 
Ways seem new enough to merit with Monopoly in 


| workers’ repeated attention.” 

The idea of the displays orig- | 
inated in Packard’s advertising | 
and public relations division, di- | 
/rected by Hugh W. Hitchcock, and | 
quickly won approval of labor re- | 
lations and other top management | 


| executives. 


Mr. Christopher said that “in- 
tense employe interest, already | 
shown and voiced, shows the dis- 
plays will pay big dividends in 


understanding and cooperation.” | 


Drops ‘The Whistler’ | 


Household Finance Corp., Chi- | 


cago, will drop its CBS network | 
|show, “The Whistler,” with the 
|Sept. 15 program. The company 
'is expected to step up selective 
radio schedules in the) 


show, and will devote the re-| 
| mainder of the network budget to 
|car cards and other graphic media, 


|}our 300 members.” Other televi- 
sion manufacturers, he asserted, 
permit any qualified repair man 
| to service the video sets. The pur- 
| pose of the injunction, he pointed 


| 


| and Robinson-Patman acts. 


Set Installations ‘out, is to “break up this monopo- 


PHILADELPHIA—A suit asking 
$210,000 damages and an injunc- 
tion against the Radio Corp. of 
America and the RCA Service Co., 
Inc., has been filed in U. S. Dis- 
trict Court here. Charges were 
brought that the firms violated 
the Clayton, Sherman Anti-Trust 


Plaintiff in the suit is the Phila- 
delphia Radiomen’s Service As- 


| sociation, listing 10 radio service 


dealers as participants. The plain- 
tiff charged that RCA, when it 
sells a television set, requires the 
purchaser to enter into a contract 
giving the RCA Service Co., a 


The association declared that 
this constitutes “restraint of trade 


_ |through LeVally, Inc., Chicago.| and causes economic hardship to 


| listic practice of compelling pur- 


chasers to enter into an exclusive 
contract.” 


Builds New Plant 


Harnischfeger Corp., Milwau-| 
kee, has started work on a new 
plant in Escanaba, Mich., which 
will replace a leased plant in 
Newark. The new plant will Pa 


duce a new sugar cane loader, as 
well as the truck cranes now man- 
ufactured in the Newark plant. 


GM Promotes Miller | 


Frank J. Miller, manager of| 
the Chicago sales office of the New | 


'wholly-owned subsidiary, exclu- | Departure division of General | 
sive maintenance and_ repair| Motors Corp. has been named) 
rights. sales manager of the division with | 


headquarters in Bristol, Conn. He | 
succeeds Lester G. Sigourney, who. 
has retired after 40 years’ service | 
with the company. 


Chalex Names Shivell 


Chalex Corp., New York, has 
appointed Kirk B. Shivell, Inc., 
Ridgewood, N. J., to handle the 
advertising for the Chalex re- 
corder, an automatic mechanism 
that records for audit the coins 
received and merchandise dis- 
pensed by electrically operated 
coin vending or amusement ma- 
chines. 


English Morocco Breast Wallet 


A hand-made original — from an ex- 
clusive men’s shop, Bond Street, Lon- 
don — is our standard for masculine 
good taste and conservative styling 
in breast wallets. For you who want 
the finest English Morocco painstak- 
ingly styled in the exactness of the 
original, this is your wallet. Stitched, 
hand-tooled, rolled edges. Two pock- 
ets for bank notes; two compart- 
ments for letters. See why our cus- 
tomers are always asked: “Where 
did you get that beautiful wallet?” 
And because of our method of sell- 
ing, you can get one for $7.50 — tax 
included — postpaid. See this English 
Morocco breast wallet—by simply 
sending us a note. Money back if it 
me please you. British brown or 
ack, 


D. FISCHER CO. 
3644 W. 62nd St. los Angeles 43 


Behind 


Rising line 


NET PAID 
CIRCULATION 


40,000 


the 


35,000 | — 


for news—of Production, 


and views of America's No. 


and abroad. 


SURE, OUR CIRCULATION 
IS AT A RECORD POINT 


For five years Automotive News has had a steady, 
rapid growth, until today circulation 
than 35,000 every week. We're proud of that 
gain, because we know there is no editorial for- 
mula that outshines news. Our readers are hungry 
Registration, 
Auction Prices, Factory and Dealership Personnel 
changes, Government Controls. A world of news 


by 90 correspondents in every state in the union 


30,000 


25,000 | — 


is greater 


Used-Car 


1 industry supplied 


presi- | 


EDITORIAL SUPERIORITY 


Automotive News serves all four of the indus- 
try's buying influences—Engineering, Manufac- 


turing, Selling, Servicing. 


TOPS IN LINEAGE 


Surveys show Automotive News is tops in new- 
car lineage, in classifieds, in parts and acces- 
sories and in management items. 


TOPS IN RENEWALS 
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Automotive News has the highest renewal per- 


centage of any automotive trade paper (86.1%) 


although its subscription price 


($8 per year). That is what readership does for 
us. Once a subscriber, always a reader. 


SOLID CIRCULATION 


There is no ‘water’ in Automotive News cir- 


culation. 
bonuses, 


Its gains have been 
premiums, gifts, 


rate manuals or high-power selling. Subscrip- 
tions (91.2%) are secured through the mail, 
without pressure of canvassers. 


combinations, 


is the highest 


1935 1936 
(Solid Line—Net Paid Circulation) 


1937 1938 1939 1940 1941 1942 1943 


1944 1945 1946 1947 1948 


(Dotted Line—Advertising Page Rate) 


made without 
flat 


delivers the full market. 


CIRCULATION THAT MEANS SALES 


Your advertising message in Automotive News reaches the men who make the 


decisions, plan the program, buy the parts, sell the product. 


It is read not only by the men 


the men in the back shop. Surveys show it enjoys greater readership in service 
departments of dealerships than any other automotive publication. It's the kind 


of publication you'll want on your schedule lists. 


Automotive News 


in the front office but 


Representatives: 


STate 6273; LOS ANGELES, R. 


* * The Newspaper of the Industry 


PENOBSCOT BUILDING, DETROIT 26, MICHIGAN 


NEW YORK, Edward Kruspak, advertising manager, 5! E. 42nd St., 
Murray Hill 6-0104; CHICAGO, J. Goldstein, western manager, 360 N. Michigan Ave., 

E. Deibler, 2506 W. 8th St. Federal 0303; 
Chandler Bidg., National 4303; DETROIT, Dick Webber, Penobscot Bidg., CHerry 0495. 


x * 
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we are creating 


ANEW EVENING 
NEWSPAPER for LOS ANGELE 


“Gold was discovered in California 100 years ago 
this year; and the trek of permanent settlers to 
this favored land has never ceased. Los Angeles 
has now overtaken Detroit and Philadelphia as ae 
America’s third largest market. Believing in this 5 
basic trend westward, and believing in the con- 
tinued growth of Los Angeles—we started five 
years ago to plan a new kind of evening news- 
paper to serve this area. These plans are about 
to come to fruition. The new paper will be called 
The Mirror. It will be housed in a new building 
and printed on new presses—among the finest 
and fastest in existence, capable of printing in 
eight colors. A staff of outstanding newspaper- 
men is on the job. Already millions have been 
invested to guarantee a newspaper of unqualified 
excellence. Starting soon, The Mirror will be 
published daily, except Sunday, by Mr. Virgil 
Pinkley, formerly Vice President and General 
European Manager for United Press. The Mirror 
will operate completely independently of and 
competitive to the Los Angeles Times. Careful 
analysis of the evening newspaper field in Los 
Angeles has convinced us of the need for a new 
kind of newspaper in this market. The Mirror 
is designed to fill this need. Under alert, aggres- 
sive leadership, we expect The Mirror to become 
one of the great newspapers of America.” 


| PRESIDENT, TIMES-MIRROR COMPANY 
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“In shaping the character of The Mirror, our basic 
thinking has been sparkplugged by one word in 
particular. That word is action! Los Angeles 
is ‘young’ in population. . .‘young’ in spirit... 
‘young’ in its receptiveness to new ideas. It is our 
intention, therefore, to mold a newspaper that 
will reflect the youth, the eagerness, the action of 
a city that’s moving forward. The Mirror will be 
a fighting newspaper. It will pry, probe and ques- 
tion. It may make some people angry; but it will 
be directing its power everlastingly toward the 
greater good of the greater number. Along with 
action The Mirror will have speed. Throughout 
the day — edition after edition will hit the street 
with news that’s timely, terse, and factually right. 
Thus, through pictures with punch... through 
words that are easy to understand... through 
features that are bright and original —The Mirror 
will seek to reflect the surging activity of this 
great Western metropolis against the larger 
canvas of world affairs. And as The Mirror takes 
its place in the every-day life of Los Angeles, we 
feel sure that you who are responsible for mer- 
chandising goods and services in this area will 
weigh carefully the manifold advantages of this 
new, fresher, more dynamic newspaper.” 
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A new kind of newspaper 


Los Angeles 


REPRESENTED BY O’MARA & ORMSBEE, INC. * NEW YORK * CHICAGO + DETROIT * SAN FRANCISCO. 
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lost advertisers by prying into 
their policies of presenting “un- 
| favotably” their people and prod- 
ucts. 


Harry Luce Sets Forth 
to ‘Fashion New World’ wien se 


|ing group who has developed pri- 
k 'marily on the editorial side. And 
in Time, Inc., this side prevails. 
The magazines are sensitive ba- 
rometers of the “Luce line.” He 
still edits Time now and then, and 
| occasionally pitches in on Life and 
|Fortune. On Architectural Forum 


(Continued from Page 1) 


megalomaniac, with lust 
power. 

But Harry Luce does not have 
to lust for power. He has it. The 
important question therefore is, 


what does he intend to do with it? j 
The answer to this is that, more he helps them more as journalist | #"4 age ae b pes he wo fe 
than ever, he would harness an | than otherwise. peng oa Moar ronan Pes 
: i|he doesn’t have to assert himself 


his faculties and all his facilities, Despite the impression of oles?> 1 asdeaty on any of them to make 


to project what he conceives to be |"@Ss Which Luce conveys, Roy | himself felt 
The American Idea. This idea is| Larsen, president of Time, Inc.,| . 


friend, Spyros Skouras, a Gree 
for Who became an American, was | 
chairman. 
Such causes take a lot of his 
time—although his job as editor- 
in-chief of Time, Life and Fortune 
still gets the bulk of it. Perhaps 


only in small part material: it is 
predominantly ethical and social. 


Up from 32 Pages 
In his much - debated editorial 
on “The American Century” in 
Life of Feb. 17, 1941, Luce asked 
America’s political, economic and 
Good Samaritan leadership of the 
world. 


itold me that “Harry really is 
|warm and sentimental and gen- 
erous. He reacts emotionally as 
|well as logically toward inequal- 
| ity and suffering.” 

| Directors Listed 

| Larsen should know. He and 
Luce and Manfred Gottfried, now 


He admitted that he prevailed 
in proportion to his effort. 
| A legend has flowered over 
‘some erroneous lines he once 
‘scribbled which got into print be- 
/cause no one dared to check them. 
“This,” said he, “is the first time 
I ever knew I was supposed to be 
Pope. But if I am, I'll break the 


But he urged especially |chief of foreign correspondents, neck of the first Cardinal who as- 


“a passionate devotion to great are the only ones among the 3,500 sumes my infallibility.” 


American ideals. . We are the 
inheritors of all the great prin- 
ciples of Western civilization— 
above all Justice, the love of 
Truth, the ideal of Charity. . . It 
is in this spirit that all of us are 
called ... to create the first great 
American century.” 

He has emphasized that democ- 
racy and social progress are based 
on the dignity and the potentiali- 
ties of the individual. 

Last March Time noted the 25th 


return of that day in 1923 when | 
Harry Luce and his partner, the | 


late Briton Hadden, watched the 
first 32-page issue, of what proved 
to be more than 1,300 issues, of 
their “newsmagazine” pass from 
the press into the hands of 12,000 
buyers. 

In this quarter-century—and al- 
most entirely in the 19 years since 
Hadden died—Time, Inc., has 
grown from an initial hard-sold 
capital of $86,000 into an enter- 
prise with $70,000,000 
$120,000,000 in annual sales, $7,- 
500,000 in net profits. 

The magazine sprang from their 
belief that “people are not well 
enough informed.” And as Time 
itself recalled 25 years later, it 
“rashly promised its readers to 
tell what the news meant, to get 
it all into proper perspective. Even 
more rashly, it asked to be judged 


(on) how much it got off its pages | 


into the minds of its readers.” 

This was a large order. If Time 
then seemed more “curt” 
“clear, complete,” and more con- 
cerned with sensation than signifi- 
cance, the rent on the 17th St. 
“loft” had to be paid. But the 
ideals were not necessarily em- 
balmed away in it. 


Educated in 3 Countries 

Last April Harry 
50 years old. 

As we sat at lunch in a private 

dining room looking down on his 


Luce turned 


offices on the 33rd floor of the 
Time-Life Bldg. in Rockefeller 
Center, I watched this graying, 


chain-smoking man. The deep-set 
eyes beneath the tall balding fore- 
head seemed to mark him, all at 
once, as gambler, navigator, teach- 
er. Or preacher. And the mis- 
sionary zeal seemed strongest. 
Born of American missionary 
parents in Shantung province, 
educated at a British boarding 
school in North China, at Hotch- 
kiss and Yale in Connecticut and 
Oxford in England, Luce seemed 
remote from the common man. 
Yet he works hard for his wel- 
fare. He was the founder of 
United China Relief, and is active 
in the National Urban League for 
America’s Negroes. .. A few days 
later I saw him at a luncheon of 
American Overseas Aid, the United 
Nations appeal for children, at 
which Dwight D. Eisenhower and 
Trygve Lie were speakers and his 


in assets, | 


than | 


|people now employed by Time, 
\Inc., who helped to bring Tine 
‘into this world. 

Among the largest original in- 
vestors in Time, Inc., were the 
William Hale Harknesses of Stand- 
‘ard Oil and H. P. Davison of J. P. 
‘Morgan & Co. But unlike many 
|other publishing enterprises, it has 
|become more “independent” as it 
‘grew. As Time pointed out last 
Sept. 29, “Time, Inc., is controlled 


Clear Lines of Authority 


Luce asserts today that he has 
established clear lines of author- 
ity: “I can fire a managing editor 
but I can’t dictate to him. He’s 
the custodian of the personality of 
the paper.” 

The respective m.e.’s are T. S. 
Matthews of Time, Joseph J. 
Thorndike Jr. of Life, Ralph De- 
lahaye Paine Jr. of Fortune, and 


TIME, INC., PUBLISHERS—The men on whom fall the over-all publish- 
ing responsibilities of each of the thriving Time, Inc., magazines are 
these three. At left is James A. Linen, who heads Time. Andrew Heis- 
kell, center, is publisher of Life, and at right is William D. Geer, pub- 

lisher of the metamorphic Fortune. ' 


by the stockholdings of its officers 
and employes.” Largest stockhold- 
ers are Luce and Larsen. 

Of the nine directors today, four 
are “outsiders,” four are officers, 
and one is Luce, who bears no cor- 
porate title. Officer directors are 
Luce’s brother-in-law, Maurice T. 
Moore, chairman; Larsen; Charles 
L. Stillman, vice-president and 
treasurer, and Howard Black, 
vice-president and sales director. 

“Outsiders” are William V. 
Griffin, vice-chairman, Robert A. 
Chambers, Samuel W. Meek, and 
Artemus L. Gates. Griffin is a 
lawyer and banker; Chambers a 
lawyer, and Meek a vice-president 
of J. Walter Thompson Company. 
All three have been Time, Inc., di- 
rectors for 25 years. Gates, a com- 
parative newcomer, joined the 
board in 1931; married to H. P. 
Davison’s daughter Alice, he is 
chairman of Lawyers Title Cor- 
poration, New York. 

Added to the board last year 
were Stillman, Black and Paul G. 
Hoffman of Studebaker. Now 
Economic Cooperation Admin- 
istrator, Hoffman has dropped pri- 
vate business connections. 


Agrees with Brandeis 

But the impression has _ pre- 
vailed in some quarters that Time, 
Inc., is concerned too much with 
business primarily Big. In fact, 
the concept of Fortune was based 
on the “generally accepted com- 
monplace that America’s great 
achievement has been Business.” 

Harry Luce is interested in busi- 
ness. But he agrees with the late 
Justice Brandeis that “all busi- 
ness, per se, is invested with a 
public interest.” His papers have 


Henry Wright of “Arch Forum.” 
The publishers are James A. 
Linen of Time, Andrew Heiskell 
of Life, and William D. Geer, 
Fortune. C. D. Jackson, vice-presi- 
dent, directs international editions, 
and Richard de Rochemont pro- 
duces March of Time. John Shaw 
Billings is editorial director of all 
the magazines, and Daniel Long- 
well is chairman of Life’s edi- 
torial board. 

Many publications pride them- 
selves on being “objective.” Time 
is subjective, and views a situa- 
tion through a writer’s eyes. This 
presents problems because Time, 
whose writers still are chiefly an- 
onymous, is the product, in each 
story, of a lot of eyes. 

Life and Fortune have displayed 
less of Time’s cockiness, and the 
years have mellowed Time too. It 
still admits to being “partial” but 
it strives to be “fair.” 


The personality of Time at first | 


probably was the creation more of 
Hadden than of Luce, but the per- 
sonality of Time, Inc., today is the 
lengthening and sharpening re- 
flection of Luce. 


3rd Partner Got Out 
Yale’s Class of 1920 voted Luce 


most brilliant, Hadden most likely | 


to succeed. . . Larsen pricked the 
legend that at first these two al- 
ternated annually as editor and 
business manager. 
business manager only in 1928. In 
the first five years Hadden was 
editor and Luce bore the business 
load. Originally there was a third 
partner, Culberth Sudler, who was 
supposed to be the business man. 


But he got out six months before | 


the first issue. 


Hadden was | 


Advertising Age, August 30, 1948 


FOUNDERS—Henry Robinson Luce (seated) editor-in-chief, appears with Man- 
fred Gottfried (left), chief of foreign news service, and Roy E. Larsen, president 
of Time, Inc. These three are the sole survivors of the group who launched Time 
Magazine 25 years ago. 


It seemed a good time to get 
out. Time’s advertising for 1923 
(10 months) was estimated at 
$14,635. Its average circulation 
was 18,500. 

The two partners paid them- 
selves $35 a week, and went 
| deeper in the red. For 1927 Time’s 
| operating deficit was $75,000. . . 

I knew Brit Hadden. He was 
'the kind of a guy you met on the 
street and stopped to chat with. 

Harry Luce was 
| know. . . 

In 1928 Time moved $126,000 
into the black, after taxes, and in 
1929 its net profit was $490,000. 


Hadden Saw End of Famine 


Brit Hadden did not see that 
lush total. He died of a strep in- 
fection early in 1929, at the age of 
31... But Hadden knew the days 
of famine were past. 

Luce became editor, as well as 
president. Later he became chair- 
man of the board. He was still 


| editor. 

But Laisen recalls that it was 
Luce’s “feel” for business that 
kept Time off the rocks. In those 
days Luce did every business 
chore except sell space. He wrote 
promotion letters and ads. He 
guided the sales people, kept 


books, somehow met payrolls. 
(And Larsen adds that Luce still 
sees the advertising and circula- 
tion people, and “he always leaves 
an idea or two with them.”’) 

In 1929 Time and a lot of other 
enterprises were riding high. Luce 
wrote an ad which Time published 
in 17 newspapers on Sept. 2, seven 
weeks before the stock market 
crash. 

Headlined ‘“‘Tough and Happy,” 
it said: “Time is now obliged to 
worry about how much advertis- 
ing it can get along without.” The 
solution to this “tough and happy 
problem”: Until the end of 1930 
no issue would exceed 80 pages 
plus cover and color inserts. 

And in 1930 advertising rose to 
$2,961,824, circulation passed 300,- 
000... Perhaps even Luce did not 
see Time’s circulation potential 
then at more than 500,000. But 
yearly since, except 1939, this fig- 
ure has grown. In 1947 it ap- 
proached 1,600,000. 

But in advertising revenue Time 


for several years was less happy. 


The 1930 volume was not ex- 
ceeded until 1934. Since then it 
has moved quite steadily higher, 
to $23,142,595 in 1947. 


Not Sure Where Headed 


Editorially, Luce is not exactly 
|'sure where Time goes from here. 
It will try to do its present job 
better. For the present it will add 
no new departments. . . It carries 
less of Luce’s crusading zeal than 


Life or Fortune... 


harder to) 


| Asked if he played poker, Luce 
said he would like to play 14 
(hours at a stretch. Larsen thinks 
_ this statement was figurative. 
| Probably Luce does not know how 
to play poker. He gambles for 
larger stakes, and on bigger issues. 

Time, Inc., greeted the depres- 
sion in February, 1930, with the 
first issue of Fortune. This maga- 
zine would “represent business in 
ink and paper as the finest sky- 
scraper reflects it in stone and 
steel and architecture.” It guar- 
anteed 30,000 circulation at $1 a 
copy, $10 a year, and asked ad- 
vertisers to pay 500 hard-earned 
depression dollars for a page. 

Criticism of Fortune ranged 
from puffery to muckraking to 
blackmail. The New Yorker’s 
Harold Ross told Luce that he had 
found “138 misstatements or er- 
rors” in early proofs of a single 
Fortune story. 


Linage Down, Revenue Up 


Fortune averaged 35,000 paid 
| circulation in 1930, and in those 11 
months carried 775 advertising 
pages for $427,012. Luce soon was 
pointing proudly to its “phenom- 
enal rise.” But its growth in ad- 
vertising dollars has been more 
consistent than in advertising 
pages. Higher rates pushed them 
to $4,656,702 in 1947, although the 
number of pages carried was 350 
fewer than in 1946. And in the 
first half of 1948 Fortune’s linage 
of 446,292 was nearly 60,000 less 
than the 504,968 in the first half 
of 1947 and exactly 264,076 lines 
less than the 710,368 in the first 
half of 1944. This was a decline 
of more than 37% in the four-year 
period. 

Fortune’s circulation is now 
about 250,000, and higher circula- 
tion rates will be effective soon. 
To justify them and more adver- 
tising—and to play a bigger and 
broader role in political economy 
—the magazine currently is being 
“reconceived.” 

The directive for the “new For- 
tune,” to appear in October, em- 
phasizes that its “mission is to as- 
sist in the successful developmen 
of American Business Enterpris: 
at home and abroad.” 

Harry Luce points out, also 
that the magazine must tell busi- 
ness men that they have a job to 
do beyond the money they or thei! 
corporation may make. They 
should not only practice free en- 
terprise but should sell the sys- 
tem which makes it possible. 


‘MOT’ in 12,000 Theaters 


One of these resources whic): 
could be applied in part to it is 
the movie March of Time 
Launched in 1934 with Roy Lar- 
sen as president and_ general 
manager, it was continued simul- 
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aneously for several years with 
he radio March of Time, since 
iropped. 

In 1947 movie MOT was being 


some were experimenting with 
them. Movies, picture-newspap- 
ers and other things had made 
the nation picture - minded. In 


shown every four weeks in 12,000 early 1936 Time, Inc., showed ad- 


theaters throughout the world. 


edition for showing before schools, 


ing sponsored films for clients 


ranging from Standard Oil of In- 
ciana to the Red Cross. 

Radio and movie experience has 
equipped Time, Inc., for ventures 
in television. The first of these 
was the Life-NBC report of the 
national conventions this summer, 
which probably was worth its 
$100,000 cost to Life in plaudits, 
circulation—and experience. 

This was a two-time shot. Defi- 
nite, long-range video plans have 
not been set. Larsen said, ““We’ve 
been studying television inten- 
sively for a couple of years. We’re 
still sifting plans. A single brain- 


i 


A asa storm might start things moving.” 
| Time ‘Forum’ Bet on Recovery 
The Luce concern with business 
+ Luce and industry led to the purchase, 
lay 14 §in mid-depression, of Architectural 
thinks §Forum. Executives of Time, Inc., 
irative. @Luce explained, “thought we ought | 
w how to have a magazine for a particu- 
les for §)ar industry. Building was the) 
issues. §biggest single industry in Amer- | 
lepres- fica.” Also “Arch Forum” was to 
ith the §be one of a group of “satellites,” 
maga- fthat would revolve around, be fed 
ness in J>y and feed the planetary papers. | 
st sky- But building then was very | 
ie and gdead. “The Forum,” said Luce, | 
_ guar- fis betting on recovery.” After 
t $1 a several years of losses, it moved 
ed ad- into the black, and its circulation 
earned §climbed from 5,307 in 1934 to 60,- | 
ge. 000 in 1947; its advertising from | 
n ged §$102,800 to more than $1,000,000. | 
ing to Another by-product was the) 
orker’s §short-lived Letters, which sprang | 
he had § from Time’s Letters department. 
or er- Despite losses on “Arch Forum,” 
single radio MOT and Letters, Harry) 
Luce was able to tell shareholders 
that for 1936 consolidated income | 
Up of Time, Inc., had reached nearly 
D paid $12,000,000, net profits nearly $2,- 
beatin 9) 750,000, and assets more than $9,- 
“at 000,000. 
-rtising 
on was Bought ‘Life’ 
— One expenditure listed for that 
in ad- year was $91,801.86 for the trade- 
| more Imark Life, from owners of that 
rtising oid humor magazine. 
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It | vertisers a confidential prospectus 
met the general decline in movie | of what it called, tentatively, The 
attendance by expanding a forum | Show-Book of the World. 


Each issue would be built 


clubs and churches and by mak- | around two corner-stones; the “big 


newspicture story of the week” 
and a “big special feature.” And 
in each issue there would be a 
score of secondary features, in- 
cluding sequences from movie 
MOT and pictures borrowed from 
Fortune; “a great photograph you 
will never forget;” picture stories 
of movies and plays; two pages 
about the President (although 
Luce’s dislike of Roosevelt then 
was growing); “one page of car- 


toons . . .and perhaps more among 
the ads.” 

There were to be ads. When 
the new Life appeared in Novem- 
ber, 1936, it carried a lot of them. 


Set Rates Too Low 


On March 17, 1937, Luce told 
shareholders: “Unfortunately Life | 
is losing a great deal of money. | 
... Advertisers are paying for 
only 300,000 circulation and Life | 
is delivering more than 1,000,000. | 
. .. Life’s 1937 advertisers are| 
paying some $2,500,000 for space 
which is conservatively worth | 
$7,000,000.” 

Although pleading guilty to “an 
error in judgment,” he stressed 
the “natural timidity about any 
new venture. .. While everyone 


| predicted success for a _ picture | was 


. . could agree as 
it 


magazine, few . 
to which picture magazine” 


would be. Indeed, many thought 
Life was “too highbrow, too 
closely wedded to Time, Inc.’s 


| preoccupation with news and so- 


cial phenomena.” 

But of the brood of picture 
magazines spawned then only a 
few survive. One is the Cowles 
brothers’ Look, which now has 
3,000,000 circulation. (John 
Cowles is said to have told Luce 
in 


mass magazine.) 


Bet $5,000,000 on ‘Life’ 


Even at the start Life was try- 
ing not merely to report but to 
educate through pictures. But it 
a stimulating educational 


technique. Luce says that. the 
personality of Life is biased in fa- 
vor of the dynamic. Its stories are 
concerned with action and growth. 

Harry Luce operates without 
benefit of formal reader research, 
but in a sense he conducts his 
own. He seems forever questing, 
around the country and around 
the world. He wishes he were 
twins, so that he could be at his 
desk and out in the field at the 


1936 that Life was a class | 
magazine, and’ Look would be a) 


SIGHS OF LONG LIFE 
FOR QUANTITY BUVERS 
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is handled by 
Morse Inter- 
national, Inc., 
New York. 
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SPOT 
RADIO 


builds 


*Spot Broadcasting is 
radio advertising of 
any type (from brief 
announcements to 
full-hour programs) 
planned and placed 
on a flexible market- 
by-market basis. 


VI C KS! ; | 


simultaneously. 


Beth 


When the cough-and-sneezing season 
starts, Vicks uses fast acting Spot Radio to sell 
the fast acting relief of Vicks VapoRub, Vicks 
Va-tro-nol and Vicks Medicated Cough Drops 
... and to boost sales of the newest Vick 
product, Sofskin Hand Cream. 

With Spot Radio, Vicks covers the country 
... market by market. Short announcements 
back up the basic campaign of 5, 10 or 15 
minute /ocal programs. Schedules are elastic . . . 
quickly changeable to meet sudden “‘cold”’ 
waves .. . concentrating on a single sickly city 
or rushing strong sales support fast to many 


Year after year, flexible, powerful Spot 
Radio pays off in big, profitable sales for Vick 
Chemical Company. Your John Blair man 
knows Spot Radio... and his 
valuable knowledge is yours 
for the asking. Ask him! 
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same time. 

With advertising “losses,” new | 
printing processes, acquisi- 
tion of a large interest in a paper 
company (since disposed of), | 
Time, Inc., tossed $5,000,000 into | 
the gamble of Life before it be- | 
gan to pay off. 

For 2,224 advertising pages in| 
1937 Life received $4,407,986, but 
in 1938, with rate adjustments, 
940 pages brought $6,513,039. The 
crisis was passed, and every year 
in the last decade the magazine’s 
reader and advertiser revenue has 
grown. 


Price Rise Hurt Little 


At first Life competed at 10 
cents with such five-cent weeklies 
as Collier’s and The Saturday 
Evening Post. In 1946 it changed 
to 15 cents and on May 3, 1948, 
to 20 cents. Yet in 1946 it could 
guarantee 4,600,000 circulation 
and Life executives report that 
despite the 20-cent price (adopted | 
in the midst of a six-part Winston | 


publication 

completely covers 
the billion dollar 
candy market 

and that publication is 


CANDY IINDUSTRY 


The Newspaper of 

1t in Audited Circulation 
1* in Advertising Lineage 
1* in Readership* 


*As proved by independent survey—copy on 
request. 


DON GUSSOW PUBLICATIONS, INC 
"Candy Industry + Bottling Industry 
*  Catily Nebostry Catalog & Formule Cook 


107 West 43rd Street, New York 18, N. Y 


| circulation. 


Churchill series for which Life 
was reported as paying $400,000 
as part of a $600,000 total with 
the New York Times) -ales are 
well above the current 5,200,000 
guarantee. Current studies pro- 
ject its circulation to a total U.S. 
“audience” of 27,500,000—reach- 
ing one or more members, 10 
years and older, of 36% of the 
nation’s families. 

Harry Luce sees no ceiling on 
Life’s growth. The magazine 
“should have” 10,000,000 paid cir- 
culation. That would provide a 
50,000,000 “audience.” 

Meanwhile, combined circula- 
tion of Life and Time abroad is 
still only 550,000. Luce believes 
it should be “many times that.” 
But unlike Reader’s Digest, which 
with new Italian and German edi- 
tions this fall, will guarantee 4,- 
370,000 circulation in 11 languages 
(not including the 8,000,000-plus 
domestic edition) Time, Inc., in- 
tends to continue printing only in 
English. 


Dominates Advertising 


In advertising Life has ap- 
proached dominance faster than in 
Its $72,633,200 in 
1947 was one-sixth of an esti- 
mated $442,000,000 combined ad- 
vertising volume of 101 leading 
magazines and 11 national and 
regional farm papers measured by 
Publishers Information Bureau. 
And with $28,000,000 circulation 
revenue added, Life last year be- 
came the first magazine—and the 
first single advertising medium— 
to gross $100,000,000. 

Life executives declare that “we 
don’t have to grow at the expense 
of other magazines.” But they 
intend to compete vigorously for 
people’s time—against other maga- 
zines, newspapers, radio and 
movies; against books, cards, 
motor cars, golf and love-making 
—and against that thriving new 


Take a tip from those who have ventured 
earlier! Jump in where excitement and pleas- 


ure are to be found 


in proven profitable 


results. You can go into 1,300,000 homes and 
be welcomed by families who will read your 
advertising—and then buy! Moreover, instead 
of striving for attention among competitive 
copy, you can have the book exclusively to 
yourself in your classification on scheduled 


dates. Here’s a spot 


you can plunge into 


without “plunging’—the low cost per thou- 
sand families reached is an added advantage 
toward profitable results for you right from 
the start. Send for a copy of our free market 


data booklet today. 


Member of Audit Bureau of Circulations 
Our Sunpay Visitor 


Publishers Representative 


C. D. BERTOLET & CO. INC. — 30 N. 


DEARBORN ST. — CHICAGO 2, ILL. 


Bi fessors of 


TOUGH & HAPPY 


can get along with. 


limitation will, in all probsbility, 


an assurance to 


TIME readers 


iii a ae i 
edvertising it can get along without. 
Twat is now obliged to worry about how much advertising it 


To this tough end happy problem, Tue now announces « 
tentative solution, to wit: Until the end of 1930, no issue of Tue 
will exceed eighty pages plus cover and color inserts. 

A year hence, Tue will reconsider the problem with respect to 
1931. It hopes the problem will still exist, if so, the same page 


be decreed. Cover-to-cover 


readers need have no fear. Tut, complete, will continue terse. 


TIME, Inc. 
Publishers 


HAPPY DAYS—Just before the stock market crash in 1929, Harry Luce wrote 
and Time published this ad announcing that its advertising volume suddenly had 
expanded so fast that space had to be restricted. 


time-taker, television. 

Promotionally, in pages and 
double spreads (through Young 
& Rubicam), Life now calls itself 
the “magazine of the New Amer- 
ica.” 

Luce’s chief non-editorial con- 
cern in Time, Inc., today, with 
Larsen heading the business side, 
is in quality of production. (He 
denied a report that Life is plan- 
ning to go “all color” editorially.) 
But he still reads all the figures 
| with interest. 

Forever Harry Luce is seeking 
| new ways to inform. 

Time, Inc., had a Project X di- 
| vision busy during the war trying 
|to conceive postwar babies. 
| Rumor put them all the way from 
|a mass-circulation women’s maga- 
|zine to a literary magazine to a 

metropolitan daily, and even to a 
|string of dailies. 


Bought Into Newspapers 


Recently Harry Luce has in- 
vested on his own in a group of 
|Los Angeles County community 
| newspapers. 
imminent Time, Inc., venture is a 
|proposed “think” magazine. Pro- 
philosophy, among 
others, have been working on it. 

Several months ago this maga- 
/zine was shelved. Luce says that 
| they fussed with it too much and 
| went stale. Now it’s ready to be 
| taken off the shelf. 

The think magazine’s circula- 
tion, Luce believes, may exceed 
100,000. But “profit would be 
secondary.” 

From here on _ in, 
| profit will be secondary. 

The nearest he came to smil- 
‘ing during our interview was 
when he was asked what he in- 
tended to do “with the second half 
of your life.” I explained that I 
_did not mean the next 50 years, 
but just the next 30. 
| He said that 90% of it will con- 
tinue to be devoted to Time, Inc. 
|He does not intend to go into 
|politics nor officially into “pub- 
| lie service.” 

By coincidence, a few days 
later, his wife, former Congress- 
'woman Clare Boothe Luce, an- 
nounced she was “through with 
| politics.” 

The Luces “generally agree” in 
/political and social viewpoints. 
She shares his concern for Ne- 
|" groes, Chinese and other “un- 
|derprivileged” people. And they 


especially, 


But the only fairly- | 


both became increasingly anti- 
Roosevelt. .. Many wondered if 
Mrs. Luce advised her husband 
beforehand when she urged Presi- 
dent Truman to take Mrs. Roose- 
velt as his runnifg mate! 


Needs Own 44-Hour Week 


Author of “The Women” and 
other plays, occasional! contributor 
to Time and Life, and recently a 
newspaper correspondent, Clare 
Luce has been reported as joining 
/her husband in the active direc- 
|tion of Time, Inc. It is noted 
‘that Fleur Fenton Pettingell, who 
/married Gardner C. (Mike) 
| Cowles a couple of years ago, is 
| busy applying her newspaper and 
'advertising experience to Look. 
The possibility has been men- 
tioned that Barbara Cushing 
/Paley may join her husband, Wil- 
‘liam S., on the board of CBS... 
But for the present at least 


Mrs. Luce has nothing to do di- | 


Advertising Age, August 30, i948 


rectly with Time, Inc. 

Harry Luce has two heirs b 
his first marriage, Henry 3d, 24 
and Peter Paul, 20. Clare Luce 
only child, Ann Clare Brokav , 
was killed in an automobile acc - 
dent in California in 1944. 

The Luces live on a 30-ac 
estate at Greenwich, Conn., mair - 
tain an apartment in the Waldo { 
Towers, and spend part of eac 
year ui. their 7,000 acre plantatio, 
near Charleston, S. C. But for 
Harry Luce the world is home, 
and Time, Inc., his life. Once he 
went five years without a vacation. 
He would like to crusade for a 
44-hour week, for himself. 


Duysters Is in New York 


Ralph Duysters, who has been 
appointed space representative 
for Modern Railroads, Chicago, 
has his offices at 19 W. 44th St., 
New York, and not in St. Louis as 
was reported in the Aug. 16 issue 
of ADVERTISING AGE. 


Burpee Can to Fogarty 

Burpee Can Sealer Co., Barring- 
ton, Ull., has appointed C. C. Fog- 
arty Co., Chicago, to handle an 
enlarged advertising campaign for 
Burpee pressure cookers and can- 
ners, household can sealers and a 
new steam jacket cooker. Maga- 
zines and trade publications will 
be used. 


Goldberg Agency Moves 
Max Goldberg Advertising 
Agency, Denver, has moved its of- 
fices from the Railway Exchange 
building to the E&C building. 


IO} press 


ts oar nv.| CLIPPING 
BUREAU 


ALL the clippings obout you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information. 
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WaASHINGTON—A# districts and 
cities reporting on department 
-tore sales for the week ended 
Aug. 14 registered gains over the 
corresponding week of 1947, ac- 
cording to Federal Reserve Board 
tabulations. 

The year-to-year increase to- 
talled 15%, although the retail 
sales index moved to 259, down 
3% from sales in the week of Aug. 
7, 1948. 

The Philadelphia (third) and 
Cleveland (fourth) districts 


DEPARTMENT STORE. 


SALES INDEX 


1935-39 EQUALS 100 


Week to Aug. 14,’ 48* p259 
Week to Aug. 7,748* 261 
Week to Aug. 16, ’47* 225 
Week to Aug. 9, °47*.223 
Month of June, ’48. .p313 
Month of June, ’47.. 289 || | 


pPreliminary. 
*Not adjusted seasonally. 


showed greatest district gains | 
from year to year, with 21% in-| 
creases. 

Among the cities, Houston again | 
reported highest gains, with a/| 
39% dollar volume rise during the | 
week, as compared to the same 
week last year. Buffalo was sec- 
ond with 34% and Rochester third 
with 32%. Although no city re- 
ported a loss, Ft. Worth recorded 
no change from °47 to ’48. 

The Kansas City (tenth) dis-| 
trict showed the least gain (8%) 
of any of the 12 districts report- 


ing. 


Yr.-to-Yr. % Gain 
Mo, Wk. Ending 


Federal Reserve of Aug. 


district and city June 7 14 
UNITED STATES. 13 r17 15 
Boston District ... s 9 18 
New Haven —3 17 26 
ae 10 8 19 
Springfield ..... 20 18 28 
Providence ..... 5 10 5 
New York District 11 ril 14 
0 11 7 11 
OS Ee r 7 r23 34 
Bee EE wtecese BF 9 10 
Rochester ...... 19 24 32 
ey | 6 ri6 15 
Philadelphia Dist... 16 13 21 
Philadelphia 13 12 18 
Cleveland District. 12 r21 21 
RE isbe.¥ a0 6s 9 18 & 


Around the World 
Serving the 


MIDWEST 
FARMER 


Merrill Langfitt, KMA Farm 
Service Director, has traveled 
over 25,000 miles on three con- 
tinents during the last 14 
months to bring the Midwest 
farmer important farm news. 
last year he reported on 
UNRRA’s food distribution in 
Europe. This spring he told an 
on-the-spot story of the Trop- 
ical Research Center in Guate- 
mala—an institution which is 


increasing the yield of corn 25 
bushels per acre. 


SUCH SERVICE MEANS LISTEN- 
ERS AND LISTENERS MEAN 
SALES. Write us or see Avery- 
Knodel, Inc., national represen- 


F SOOO WATTS 960 KC NETWORK 


| aa To s - ee ‘Sun-Times’ Ups Rates | William Newman Jr., manager of 
: eee oe . : | sales in Illinois, Wiscensin, Mis- 
Memphis ....... 11 23 3 ;. | . , , 
| Minneapolis Dist 9 ; Effective Jan. 1, 1949, the Chi | souri, South Dakota and Iowa. 
wee > -—~* pet A m | cago Sun-Times will increase its 
, : daily general advertising rate a ag a 
i Pee 9 . ° | : . 
Duluth-Superior. 22 * + | from 85 cents to 95 cents per line NAB Appoints Rankin 
Kansas City Dist.. 11 23 g | and the Sunday rate will be raised Forney A. Rankin, associate 
. S ° , 
Cincinnati ...... 10 27 8620 ee Oe ns — Pi eno oe = chief of the international broad- 
Cleveland ...... 11 19 22 conan ae a =0 7 sing Ss na een increased | casting division of the State De- 
Columbus ....... 13 27 24 ae pre VT sees . 36 5 by 10 cents per line, effective partment, has been named inter 
ane aeay 7 26 20 . Joseph ...... ; Jer . 4 
Pittsburgh ..... 16 21 23 | Oklahoma City.. 18 2116 oy 3. nrg egy el eter fs 5 
Richmond District 12 12 15 |_ Tulsa .......-.. a i iller of the National Associa- 
Washington .... 13 11 13 | Dalles District ... 17 15 = 13 To McCann-Erickson tion of Broadcasters, effective 
Baltimore ...... 1 13 19 ee Sse eoeees Bioquimica Riet xe o - | Oct. 1. 
Atlanta Distriet.. 13 16 11 Fort Worth .... 16 8 0 vilen” has * a a meer 
Birmingham 15 11 13 | Houston ....... $3 8488 vdeo cfiee cf MeCann-Erice 
am... .:..... 10 11 4 San Antonio .... 18 15 8 |video office of McCann-Erickson ALMANACS! CALENDARS! 
aa 12 17 7 | San Francisco Dist. 16 ri16 11 {to handle advertising of its vet- 
New Orleans ... 9 18 14 Los Angeles Area 8 21 13 |erinary products in Uruguay. (Used Daily Throughout the Year) 
Nashville ....... 20 6 8 Oakland ....... 19 18 3 — PRINT YOUR OWN ADVERTISING MEDIUM 
aes .. o a Z > os ie ae s 2 10 19 Appoints Henchey Forel ay ye Ast od Me r — 
CUOGO cocccecs 11 23 13 Po | fn ec-— ronomica e 
Indianapolis .... 8 22 17 Salt Lake City.. = : r Maurice Henchey has been Astrological Cote, Weether an 
Detroit ......... 11 16 = 16 Seattle ....+.+.. 1 named assistant regional sales 7 by . 
Milwaukee ..-.. . - = eee manager of Willys-Overland Mo- HART WRIGHT CO. 
St. istrict 2 sed. 
“tittle Rock... 18 32 15! Data not available. tors, Inc., Toledo. He will assist a 


Every newspaper 


owes its advertisers 


The Summary Offers 


Vital Information on: 


Incomes 
Occupations 
Home Ownership 
Remodeling Plans 
Home Foods Expenditures 
Grocery Products 
Clothing 
Rent 
Household Appliances 
Alcoholic Beverages 
Toiletries 
Drugs 
Radios 
Insurance 


Savings & Investments 


Travel & Resorts 


Recognizing this obligation, ten years ago the 

New York Herald Tribune began a continuing study 
of its audience in order to give advertisers and 
advertising agencies a more complete and intelligent 
picture of Herald Tribune’s R-P* in this important 
segment of America’s Number One Market. 


The Summary of the Fifth Edition of the Continuing 


Home Study is now on the 


press. It explores the 


living and buying habits of Herald Tribune readers. 
As always, their highest support and cooperation 


was extended. 


Respondents were asked over 250 questions in 32 
topical groups, requiring what is believed to be the 
greatest tabulation per questionnaire ever used 

on a non-governmental survey. Analysis results 

were handled by the Recording and Statistical 


Corporation of New York. 


This basic material has the widest usefulness for 


producers and advertisers. 


It should be handy for 


ready reference by any company wanting to make 
the most of the New York City and Suburban 
Market. You cannot best evaluate consumer demands 
of the important Herald Tribune audience without 
this Summary of Herald Tribune’s Fifth Continuing 
Home Study. It will be available upon request by 
writing to Promotion Department, New York 
Herald Tribune, 230 W. 41st St., New York 18, N.Y. 


*Response-Power 
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WAR YEARS 
Vearty Av. 


Advertisers how 


$7,115,090 
' evenue 


$4,969,512 


WAR YEARS 
Yearly Av. 


WAR YEARS 1944 
Yearly Av. 
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0 /- The besT customers 


Mn Todays mos? rewatdlng twtr 


IGURE it any way you like—by increase in adver- 
Piising revenue, in number of advertisers or in 
advertising columns — Country Gentleman’s three- 
dimensional progress confirms this solid fact: 


The booming farm market is proving the 
greatest field for sales expansion...when 
advertising is planned to reach the 
“upper half™ families who receive 90% 
of the nation’s entire farm income. 


Country Gentleman’s 2,300,000 subscribers are 


concentrated among these top-half farm families. 
Many advertisers know the importance of this se- 
lective circulation. Last year, they gave Country 
Gentleman the second largest percentage gain in 
advertising revenue among ALL magazines billing 
over $2,000,000. And revenue for the first half of 
this year is 31.2% greater than for the first six 
months of 1947. 


Let Country Gentleman take your advertising 
straight to the most profitable part of today’s most 
rewarding market. 


Thea beit people vio The 


turn to Country Gentleman for Better Farming, Better Living 
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PHOTOGRAPHIC REVIEW 


aati aaa ak Si ee 


SIGNS FOR TV OF OLYMPICS—Clarence S. Beesemyer (right), executive vice- 

president of General Petroleum Co., Los Angeles, visits the office of Lewis 

Allen Weiss, Mutual network board chairman and general manager of the Don 

Lee television station KTSL, to sign for exclusive southern California video rights 
to the J. Arthur Rank film coverage of the Olympic games. 


EXPORT VETERAN—D. D. Dunn (center) manager of the service, parts and 
accessories division of the Studebaker Export Corp., South Bend, receives a 
plaque from President R. A. Hutchinson (left) in recognition of his 30 years’ 
association with the company. Dewey W. Smith, vice-president, is at the right. 


RECEIVES BNF AWARD—Ross Camp- 
bell (left), owner of Campbell's Village 
Store, Birmingham, Méich., receives 
Brand Names Foundation's Certificate 
of Merit for publishing an outstanding 
retail ad depicting the benefits of buy- 
ing brand narnie merchandise. The pre- 
sentation was made by Henry G. Little 
(right), executive vice-president of 


Campbell-Ewald Co., Detroit. 


REVISED—New in both design and 
color is the Gorton's codfish package 
shown below the old one. Originally 
sold in burlap-wrapped bundles, Gor- 
ton's codfish was the first packaged 
product developed by Gorton-Pew 
Fisheries Co., Gloucester, which will 
celebrate its l!00th anniversary next 


year. H. B. LeQuatte, Inc., New York, 
is the agency. 


AARBAAAMAL LR ERASER LAE LE gp 
tate Pg 
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SWITCH—This teaser copy is running 

in newspapers across the country in ad- 

vance of Universal-International's show- 

ing of "Mr. Peabody and the Mer- 

maid." Monroe Greenthal Co., New 
York, is the agency. 


OFF TO THE RACES—Guests of Charles Koons, publisher of the Times Herald, 
Middletown, N. Y., at the famous Hambletonian race at Goshen this month were, 
left to right standing: Ed Dougherty, Times Herald; Frank Sposato, Times Herald; 
Peter Seixas, Owen & Chappell; John Mayer, Street & Finney; Cal Cass, and J. J. 
Rahill, Burke, Kuipers, & Mahoney; Douglas Hathaway, J. M. Mathes; Charles 
Carpenter, International Paper; William Osmond, Burke, Kuipers & Mahoney; Les 


Mr. Warren 


( MOORING SAIHFISH 


“knows about the extra step ’ 


Photographed off Pate Beach, Pie 


od caumes sludge and engine deposies 


» tn Tobe 3 you we rly finished 
gore through the usual steps wed I Gullpride~the incompatably 


necucut manvfacuirer, uses Cullpride become Gulfprde. tt has atrealy 
because he haows it goes through an 
estra refining sep 

This nep—called the Alchlor process 
~is exclusive among motor oils with Gy te Tube 2 you see the part ~ ap 
Gulfpride. It makes Gullpride extra ] proximately 25°, discarded by 
pure, extra efficient. A glance at the , the Alchlor process. This 6 a part 
three tubes tells you why... that, when allowed to remarn in 


Northam Warren, Jr., promunent Con- < | tn Tobe 3 you see the od that will 


in refining other mctor oils~ but iA) pure, golden oil that Leeps your 
@ yee heen Aichior precened engine cleaner and smoother 
running. (To make it even prer, speciat 
chemicals have been added to it~they 
give it even greater film srength, even 
greater rewstance to Garbom formacon') 


— 
Gulfpride 
Tw womts FimesT VCTOR on 


MELHOR PROCESSED 
Got Cid Coryrarmiine + ht Rimi Commune * 


NEW PACK—Royal Guest coffee, ad- 
vertised nationally by Independent Gro- 
cers’ Alliance, Chicago (IGA stores), 
will appear soon in this new royal pur- 3 


ple package, printed in gold. 
‘COINCIDENCE'—That's how Young & Rubicam explains the appearance of 
Northam Warren (also a Y&R client) in a Gulf ad. This ad is part of a series 
appearing in The Saturday Evening Post, Life, the New York Journal of Commerce, 
Chicago Journal of Commerce and the Wall St. Journal. 


STARTS FALL CAMPAIGN FOR COUNCIL ON CANDY—A series of color pages in a new campaign for the Council on 

Candy of the National Confectioners Association will start with this spread in the Oct. 2 issue of The Saturday Evening Post. 

Four-color pages will follow in the issues of Oct. 30, Nov. 20 and Dec. 18. The selling theme for the fall drive is "Candy... 
Gives Life a Lift.” Leo Burnett Co., Chicago, is the agency. 


Malitz, Warwick & Legler; James Hagen, U. S. Steel; William O'Donnell, BBDO: 
Joseph Bur.and, Lambert & Feasley; Jack Hagan, Lloyd, Chester & Dillingham, and 
Brad Boyle, Times Herald. Seated, left to right: Con Donovan, Charles W. Hoyt; 
Dan Pykett, Kudner Agency; Stephen Mahoney, Burke, Kuipers & Mahoney; Mr. 
Koons; Charles Beller, Burke, Kuipers & Mahoney; William Tieman, Atherton & 
Currier, and Harry Billerbeck, Alley & Richards. 
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Universal Fall 
Drives Introduce 
Iron and Vacuum 


New Britain, Conn.—Begin- 
ning in October, Landers, Frary & 
Clark will introduce Universal’s | 
new “Ironing on the Beam” cam-_ 
paign featuring the new Univer- 
sal Beam-O-Lite headlight iron. 

National magazines including 
Good Housekeeping, Farm Jour- 
nal and This Week Magazine will 
carry Beam-O-Lite ads and news- | 
papers in 24 markets will carry 
the message to housewives. 

In addition, the company is 
sending dealers sales training 
booklets, inside story broadsides 
showing cutaway views of the 
iron’s interior; counter folders, and 
reprint counter cards and mer- 
chandise display pieces. 

Landers, Frary & Clark will also 
start a fall campaign for the new 
Universal brush-type vacuum 
cleaner which will retail for 
$49.95. The advertising schedule 
has not been completed yet. 

The agency for both campaigns 
is Goold and Tierney, New York. 


Joins Reinhold | 

Douglas N. Livingston, formerly | 
director of public relations of the 
Fifth Avenue Association, has 
joined the sales promotion depart- 
ment of Reinhold Publishing, 
Corp., New York. 


McCain Joins Smith 
Walter L. McCain, former editor | 
of Printing Magazine, has been 
appointed eastern sales director 
of the John P. Smith Co., Roches- 
ter. Mr. McCain will make his 
headquarters in Néw York. 


One More Magazine | 


We are interested in selling the ad- 
vertising space of one more trade maga- 
zine on a commission basis. 


if your magazine is a top flight pub- 
lication in its field, of equal standing to 
those we represent, we would like to 
talk to you. 

Our sales area is the Middie West 
and our headquarters Chicago. 


Box 7144, ADVERTISING AGE 
100 East Ohio Street, Chicago, Illinois 


Copywriter and Artist 
to Invest in 
Southern Advertising Agency 


Well established agency, now in fifth year of 
profitable operation will consider copywriter 


and artist with wide, varied experience in 
consumer and industrial fields. $5,000 re- 
quired. Tell everything in first letter. Write 


in confidence to Box 7145, 


185 N. Wabash, azo 
| WANTED—Man who knows fishing 


| Ady. Mer. Publication Exp.... 
| Advertising Asst. Mdse. Exp... 


| strong agency 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
Fra, 0115, Chicago 


and the out-of-doors, can write 
about it and sell it. Membership 
and some direct mail experience 


necessary. Salary open. Give all 
details in first letter. 
Box $739, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
. 88000 
. 3900 
ASST. ACCOUNT EXECUTIVE 5000 
FASHION ARTIST 5000 
SHAY AGENCIES 
30 W. Washington CENtral 9800 
(Experienced) 
ADVERTISING 
SALESMAN 
Exp. adv. SALESMAN to sell agency 
service to mortuaries, banks and 
small manufacturers. Must have car, 
free to travel. Between 30 & 45 
years of age. Opportunity for right 
man to become successfully estab- 
lished with leading agency in its 
field. Organized 1919. Hahn-Roden- 
burg, Springfield, Illinois. 
Editor and contact man for trade 
journal (hqtrs. Chicago). Knowledge 
of automotive industry desirable. 
Give full particulars and salary r& 
quirements in first letter. 
Box 9748, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 

Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—Personnel 

” S. State St., Har. 2063, Chicago 
Western Advertisin Manager 
wanted for long-time-established 
trade magazine with high percent- 
age executive readership. This open- 
ing due to promotion of present 
Manager. Successor must be of high 
calibre and a mature media sales- 
man. Good salary plus incentive 
bonus. This is that hoped-for sub- 
stantial job which is seldom open. 
Your letter should give us the basis 
for an interview. 

Box 9749, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y 


MECHANICAL rENDE 


SUPERINTENDENT 
wanted by Chicago newspaper pub- 
lisher. Must be experienced in all 
phases of medium size union plant. 
All operations including typesetting, 
stereotyping and Rotary press. Write 
am | for personal interview. 
ox 9747, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


BEST COPYWRITER 
Now available to Chicago agencies 
or advertisers. 14 years experience 
—consmr., farm, indus. (Formerly 
with Gordon BEST Company.) 
Box 9743, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PACKAGING ARTIST—Free Lance 
12 yrs. Exp. Creative, Eye Appeal- 
ing Designs, Crisp color comprehen- 
sives and Finish art work. 
Box 9729, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Missouri University School of Jour- 
nalism graduate desires position in 
Production Department of Advertis- 
ing Agency or Publishing House. 
Both Army and civilian experience 
in production. Available Sept. 15. 
References furnished. Write Lowell 
G. McRae, 9225 Midland, St. Louis 
14, Missouri. 


IDEA MAN—Let me end your search 
for that fresh idea or new approach. 
Pay me only on results. If I pro- 
duce, fine, I get paid; if not, I fold 
my tent and steal away. Am 33, 
Oxford and Sorbonne, world-trav- 
elled, bi-lingual and U. S. Army vet. 
Can be reached at 1946 Ist Ave., 
N. Y. C., R. E. Marshall. 


REPRESENTATIVES AVAILABLE 
Newspaper or magazine wanted by 
publisher’s rep. with outstanding 
sales record for his small, select list. 
Careful individual attention & re- 
ports guaranteed. N.Y. & East Coast. 
Box 9750, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Well established in Ohio-Michigan, 
Could effectively cover added terri- 
tory. Prefer permanent affiliation 
with substantial organization hav- 
ing national magazine, business or 
trade journals worthy of consistent 
sales attention. 1949 schedules are 
being prepared, Please outline your 
needs, send literature and details. 
Box 9740, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES WANTED _ 
Publication Representatives wanted 


New aviation trade paper—estab- 
lished publisher—high potential— 
Middle West — Southwest — Pacific 


Coast. Aviation experience preferred 
but not essential. 

Box 9751, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Publisher’s Representative, New Or- 
leans and Mississippi Valley. A.B.C. 
trade magazine in shipping field. 
Box 9752, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


MISCELLANEOUS 


Young Production Man (Agcy.) 
desires osition in production or 
makeup dept. on publication or medi- 
um size agcy. Thoro knowledge type- 
setting, eng., etc. (some copy exp.) 

Box 9745, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I1l. 
Top flight Art Director-Layout Man 
available. Age 35. Broad agency ex- 
perience on planning and producing 


| consumer ads, industrial ads, pack- 


aging, catalogs, etc. Strong on cre- 


| ative and supervisory ability. Vers- 


congenial. Desires position with 
y or mfr. Chicago area. 
Box 9741, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 


atile; 


LOOK! 
Young copy & prod, man, 2% yrs. 
agency exp. univ. ed.... available now! 


Box 9742, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


$250,000.00 
PRINTING JOB 
IN SEARCH OF PRINTER 

Monthly trade magazine printed to 
highest quality letterpress printing 
standards with 1-color, 2-color and 
4-color printing throughout requires 
ingenious and resourceful printer. 
In addition to printing there is 
typesetting, photo-engraving, mail- 
ing, etc. List press, binding, mail- 
ing, typesetting and engraving fa- 
cilities. 

Box 9746, ADVERTISING AGE 

100 E. Ohie St., Chicago 11, Ill. 


PUBLISHING OPPORTUNITY 
Groundwork has been laid for unique 
magazine distributed to salesclerks 
in 355 major department stores. 
Price nominal. Write or wire Sell 
Magazine, Inc., Fidelity Bldg., Cleve- 
land, Ohio. 


‘Spafford to RKO-Pathe 


Robert B. Spafford Jr., scenario 
writer, has joined RKO-Pathe, 
Inc.. New York, as assistant to 
Phillips Brooks Nichols, manager 
of the commercial and television 
department. Mr. Spafford will 
serve in contact, sales and crea- 


perestieing Age, 


100 E. Ohio St., Chicago 11, Ill 


| tive capacities. 


Unu 


sual 


Copy Opportunity 


This is not the average copy job for the average writer. 
It is a unique opportunity for an able man to work 


closely with an executive a 


gency group. The agency is 


a well-known, substantial Chicago business with a 
long record of successful operation. This man is now 
engaged in agency work, but, for one reason or another, 
desires to expand his talents. Two qualities are essen- 
tial. Ability to write well above average, and capacity 
and enthusiasm for work. Contact experience is desir- 
able but not required. For a man of initiative and 


unusual creative ability, 


this is a rare opportunity. 


Please give full information in first letter. Address 
replies in complete confidence to Box 7147. Our staff 
is informed of this advertisement. 


ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


General Mills Promotes 
Berno, Johnson and Fish 


Jack Berno, sales promotion 
manager, has been promoted to 
supervisor of national account 
sales of the home appliances of 
General Mills, Minneapolis. He 
will develop policies for national 


Jack Berno Mary Johnson James Fish 


accounts, devise special merchan- 


dising features for them, and 
maintain active field liaison. 

Mary Johnson, demonstration 
training director, has been named 
supervisor of the department store 
sales. James Fish, advertising 
manager of the company’s me- 
chanical division, has been ap- 
pointed to handle the sales pro- 
motion of that division. 


Ross Joins Transogram 

Harold Ross, formerly art di- 
rector for Kermin, Thall & Lavelle 
Advertising Agency, New York, 
has joined Transogram Co., New 
York, maker of Gold Medal toys, 
in the same capacity. 


ie OLp GOLDS 
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OLD GOLD PACT—H. A. Kent, president of P. Lorillard Co., signs to sponsor 


the “Original Amateur Hour" over the 
maker also will carry a radio version of 


DuMont television network. The cigaret 
the program over ABC. Onlookers are: 


Alden James, advertising manager, Lorillard; Nick Keesely, radio manager, 


Lennen & Mitchell; Humboldt Greig, 
Phillips, director of 


sales manager, DuMont, and Lawrence 
the DuMont network. 


Recognize Libel, 
Handle Carefully, 
Ashley Declares 


SEATTLE—-“The courts will not 
strain to interpret words, pictures 
or cartoons in their mildest and 
most inoffensive sense in order to 
hold them not libelous.” 

So says Paul P. Ashley of the 
Seattle bar in his new 64-page 
handbook, “Essentials of Libel.” 
The volume was written primarily 
for advertising copywriters, news- 
paper men and radio newscasters, 
to serve in avoiding the reefs and 
shoals of libels. 

The formula evolved by Mr. 
Ashley is not complicated. ‘Learn 
to recognize the possible presence 
of danger.” Once the danger has 
been recognized, it is then possi- 
ble to maneuver stories over a 
wide latitude. 

In rapid-fire, terse style, he cov- 
ers such subjects as hazards of 
libel, what libel is, libel per se, 
intention and mistake, quotation 
and ads, defenses, privilege, criti- 
cism, retraction, contempt of 
court, and privacy. 

There is no attempt made to 
cite instances and cases, nor does 
Mr. Ashley seek to evolve a for- 
mula _ for _ skirting 
areas. The inexpensive ($1.50) 
volume seeks merely to define, 
describe and illustrate potential 
libels, so that anyone concerned 
may spend an hour reading the 
volume, learn the danger signals 
and then write according to dis- 
cretion and common sense. 

The book is published under the 
auspices of the Allied Daily News- 
papers of Washington and the 
school of journalism, University 
of Washington. All proceeds above 
printing costs will be used to 
found scholarships at the school 
of journalism. 


Appoints Lupton Agency 
The Long Island Agricultural 
Council, Inc., Riverhead, L. I. 
has named John Mather Lupton 
Co., New York, to handle the ad- 
vertising, promotion and publicity 
for the council on Long Island 
crops, including potatoes, cauli- 
flower, lima beans, cucumbers, 
brussels sprouts and broccoli. 


Alcorn Named A.M. 


Douglas H. Alcorn, advertising 
representative of Canadian Sta- 
tioner, published by Maclean- 
Hunter Publishing Co., Toronto, 
has been named advertising man- 
ager of the publication. 


* 


Prelle Names Bresson 


Eugene L. Bresson has been 
named director of radio, member 
of the plans board and account 
executive for national advertising 
of F. W. Prelle Co., Hartford, 
Conn. 


borderline | 


FCC to Limit 
AM Ownership 
to 7 Stations 


WASHINGTON—The Federal Com- 
munications Commission moved 
last week to place in the rule book 
a provision that no person or cor- 
poration may own or control more 
than seven AM stations. 

At the present time, no person 
or corporation may own or control 
more than one AM, FM and TV 
station in any one community, or 
more than six FM stations or more 
than five television stations. There 
is no restriction, however, on the 
number of standard broadcast sta- 
tions which any person or group 
'may acquire. 

In practice, however, the FCC 
has previously considered the 
/ownership or interests of license 
applicants in passing on applica- 
|tions and, in effect, seeks to make 
a ruling of a tacitly accepted 
criterion. 
| Purpose of the move was de- 
| scribed by the FCC as “a further 
'step to prevent concentration of 
control of standard broadcast fa- 
cilities.” 

Effective in 1953 


The new regulations provide 
that if a person, or corporation does 
|/not own or control any station, 
that party may have a 1% inter- 
est or more in as many as 14 sta- 
|tions. In a descending scale, the 
proposed ruling provides that if 
one station is controlled, the 
| same party may only have inter- 
'ests of more than 1% in 12 sta- 
tions. 

If two stations are controlled, 
the controller may only hold in- 
terests in 10 stations, and so on 
until the party has control of or 
| owns 7 stations, at which point he 
must not have interests of more 
than 1% in any other AM station 

The FCC will receive briefs and 
statements on the proposal unti! 
Sept. 27, 1948, although the ruling 
would not become effective before 
Jan. 1, 1953. 


WBAL-TV Joins NBC 


WBAL-TV, Baltimore, has 
signed an affiliation contract with 
\'NBC. The station, which is the 
'television outlet of WBAL, NBC’s 
|AM affiliate in Baltimore, has been 
in operation since March 11. 


Paratfine Names Beddoe 


William C. Beddoe has been 
named to a newly created position 
of merchandising manager of the 
Pabco floor covering division of 
Paraffine Companies, Inc., San 
Francisco. 


WNAX Appoints Aldern 


John E. Aldern has been ap- 
pointed to direct the publicity o- 
Station WNAX, Yankton, S. D. 
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Aavertising Age, Augus U, 


Promotion Study _ 
Started by Book 


Publishers Group | 


New York — The American | 
Book Publishers Council last week | 
announced a one-year research | 
program, to be known as the “Ohio | 
Book Project,” in which a study | 
will be made of ways to improve 
the distribution and promotion of 
books sold through book stores. | 

The project, which will be) 
made in cooperation with book- | 
sellers throughout Ohio, will have | 
three main purposes: (1) to test! 
the adequacy of current sales | 
methods used by publishers to 
get their books into retail stores; 
(2) to study promotion methods. 
for getting the books out of the 
stores and into the hands of book 
readers, and (3) to test sugges- | 
tions never before tried for the. 
improvement of selling and pro- | 
motion techniques. 

Studies also will be made of | 
direct mail selling by booksellers, | 
point-of-sale display methods and | 
the influence of newspaper and | 
radio promotion on sales. Results | 
will be turned over to members of | 
ABPC, a trade association of 85 | 
major publishers. The project | 
will be directed by Joseph A. 
Duffy, former director of trade | 
sales, promotion and advertising | 
for Henry Holt & Co. | 

Curtis W. McGraw, president of | 
the council, said that the project | 
is part of the current program of 
the council’s book distribution | 
committee organized to find ways | 
of increasing book sales, particu-| 
larly by establishing closer work- | 
ing relationships between the) 
bookseller and publisher. 


Why Ohio Was Picked 


Ohio was selected, he said, be- 
cause it “most nearly approaches 
the ideal American market,” with 
many large and small cities, uni- 
versities and colleges, an active 
library system and many impor- 
tant newspapers and radio sta- 
tions. | 

“The Ohio Book Project is not | 
just another market research pro- | 
gram but is rather a laboratory 
experiment to find both the weak | 
and strong points in our distribu- | 
tion and promotion methods,” he | 
said. 

Members of the ABPC’s book 
distribution committee, which will | 
have general supervision of the | 
project, are J. Randall Williams, | 
director of sales and advertising | 
of the Macmillan Co., .chairman; | 
William E. Larned, vice-president 
for trade books of McGraw-Hill 
Book Co.; Albert R. Leventhal, | 
vice-president, Simon & Schuster; 
Samuel Rapport, director of trade 
books, Appleton-Century-Crofts: 
William H. Rose Jr., director of 
advertising and sales, Harper & 
Bros.; Vincent Smith, vice-presi- 
dent, Garden City Publishing Co.; 
and Norman H. Snow, director of | 


the trade department, Charles 
Scribner’s Sons. 
Capper Unit's Laing 


Retires; Kelsey Named 


Capper-Harman-Slocum, Cleve- 
land, publisher of the Ohio 
Farmer, Michigan Farmer and) 
Pennsylvania Farmer and an af- 
filiate of the Capper Publications, 
has announced the retirement of 
Neff Laing as treasurer and gen- 
eral manager. Mr. Laing is suc- 
ceeded by Ray T. Kelsey, editor 
of the Ohio Farmer, effective 
Sept. 1. 

Earl W. McMunn, associate edi- 
tor of the Ohio Farmer, has been 
named editor, succeeding Mr. Kel- 
sey. 


Barlass Promoted 


Jack S. Barlass, general promo- 
tion manager, also has been named 
assistant director of circulation of 
the Meredith Publishing Co., Des 
Moines, publisher of Better Homes 
& Gardens and Successful Farm- 
ing. 


Three Appoint Freed; ; 
Fisher Advanced General Mills 
Edwin Freed Advertising Corp., Introduces Two 
New Starches 


New York, has been named to 
handle the advertising of Copen & 
Co., manufacturer and converter 
of clothiers’ trimmings; Leif Bros., MINNE SPOte. Xda esa 
manufacturing jeweler, and Siva- Starches which may make impor- 


koff & Miner, Inc., all in New | tant changes in the food and con- | 
the first of a complete line of fluid- | 


York. Trade publications and fectionery industries have been 
magazines will be used. j}unveiled by General Mills’ special 
Jim Fisher, art director of the| commodities division after seven 
display division of the agency, has years of research. 
been named art director of the| Both products are modified 
advertising and display divisions. wheat starches—so new that trade 
‘names have not yet been selected. 
The first, temporarily designated 
as A-22, is a thick boiling purified 
starch of high stabilizing power. 


‘Chemist’ Appoints 
The American Institute of 
Chemists, New York, has named | 


Publishers Associates, New York, 
as advertising representative for 
its monthly magazine, ‘“‘The Chem- 
ist.” 


It has a wide variety of uses: for 
thickening and stabilizing homog- 


‘enized baby food, as a fat emul- 


sifier in soups, for use in pie fill- 
ings and baked goods such as wa- 
fers and ice cream cones, and as 
a thickener and stabilizer in salad 
dressings. It has a more stable 
jell than other starches tested, and 


To Moser & Cotins 


H. W. Naylor Co., Morris, N. Y., 
maker of Dr. Naylor’s veterinary 
products, has appointed Moser & 
Cotins, Utica, to handle its ad- 
vertising. 


‘is bland, with a total absence of | 


| flavor. 
The second, or B-24 starch, is 


ity starches, primarily of interest 
to the candy industry for use in 
jellies and gum drops. 


Names Barnes & Reinecke 


The Crosley division of Avco'f 


Mfg. Corp., Cincinnati, has re-| 
tained Barnes & Reinecke, 
|Chicago industrial designer and 
engineer, to assist in the styling 
of new radio and television prod-| 


| 


| ucts. | 


Inc., | B 


Violante to Jamian 

Peter R. Violante, at one time 
head of his own New York studlo, 
has joined Jamian Advertising, 
| New York, as art director. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St.. Chicago 5.1 1}inois 


a 


Sausage links town and farm in Warrensburg, Missouri. 
Here, in the center of this great farming state, the prod- 
ucts of thousands of farms are collected and processed. 
This is the home of nationally-famous “Warnsburg” 
sausage. More than a million dollars worth of pork 
products come from here annually, a steady market for 
the farmers of a region covering 2,500 square miles. 

Top quality is an essential. The welfare of the entire 
community depends on nutritious crops, fed to carefully 
raised hogs which are processed into quality meats, start- 
ing the economic link of farm and town business. 


Warrensburg recognizes the importance of up-to-the- 
minute farming practice. Proper fertilization of crops, 
correct feeding cf hogs, and other factors are necessay 
in this pattern. Town and country know that the source 
of this information is Missouri Ruralist, Missouri's state 
farm paper for nearly 90 years. This recognition makes 
Missouri Ruralist unequalled as a medium for estab- 
lishing rural product preference and brand buying 
throughout the state. 


CAPPER PUBLICATIONS, INC. edvertising offices ore in New York, Chicago 
B Son Francisco, Komes City, ond Topeka, Kansas. Editorial office, FAYETTE, MISSOURI 


IN FARM-TOWN PROSPERITY AT 
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This department is 


‘Friend of ABC’ Sends 
Copy Cub a Reminder 


To the Editor: My attention has 
just been called to squib No. 7 
under the heading: “Rough 
Proofs” in Column 1 of the Aug. 
9 issue of ADVERTISING AGE. 

Apparently you did not see the 
full-page advertisement of The 
American Weekly headed: “9,- 
723,695—An All-Time High in 
Magazine Circulation,” which ap- 
peared in the July 26 issue of Ap- 
VERTISING AcE. You will note 
underneath the illustration the 
line reading: “This is the official 
ABC circulation figure for the 20 
distributing units; six months 
ended March 31, 1948—9,723,695.” 

As a kind friend of the ABC, I 
gladly extend to you permission 
to refer to this advertisement, the 
circulation figure and the fact 
that it represents “an all-time 
high in magazine circulation.” 
Maybe you will even want to com- 
ment about this in your very ex- 
cellent publication. 

MortTIMER BERKOWITZ, 

The American Weekly, New 

York. 


v ee 
Creative Man’s Corner 
Has a Supporter 
To the Editor: In the Aug. 16 


issue of ADVERTISING AGE you pub- 
lish a letter deploring the publica- 


| tention,” forgetting that 
|demonstration and 


a ™~ 
ig an RA Be ey fe pase alae 


a reader’s forum. Le 


tion of truthful facts typified by | fers something for sale. 


“The Creative Man’s Corner.” 


tters are welcome. 


boiler has been a boon to indus- 
try. 

Business paper advertising in 
tiling, textile and other publica- 


inquiries, a large proportion of 


Much copy masquerades as ad-| manship. If advertising men were ness, Parker built a new plant in 
vertising, which is nothing more|to study salesmanship principles the industrial area of Los Angeles 


than “business bunk,” or perhaps|and apply them to advertising, 


“a means of putting money into 


circulation” at the expense of the | 


advertiser. 
A short time ago a copy man 
was recommended to me because 


he could take two or three simple | 


facts and prepare a 
words of good advertising copy. 
That statement completely elimi- 
nated him from further considera- 
tion. 

There are also many copy men 
who take pride in the fact that 
they are ignorant of salesmanship 
principles. 
salesmanship in print. If adver- 
tising does not sell, it is no good, 
no matter wh? writes it. 

Much of our advertising rates 
200% in attention value, but minut 
in*‘salesmanship. Most advertising 
men worship at the altar of “at- 
interest, 
sales action 
must also be present if the adver- 
tising is to be a profitable invest- 
ment, instead of simply a means 


| of spending money. 


| 
| 
| 


It seems about time that some- 
one differentiated between the 
term advertising and written 
salesmanship. According to the 
dictionary, advertising simply of- 


Where Else in the 


UNITED STATES... 


The Courier-Journal and 


Louisville Times give their 
15% -or- better 


coverage in 70 counties of 


advertisers 


the rich Kentuckiana area. 


Che Conrier-FZourn 


: 


CAN THE NATIONAL ADVERTISER | 
REACH EVERY NEWSPAPER READER 
IN A RICH METROPOLITAN CITY 
AREA OF OVER 500,000 POP- 
ULATION FOR AS LITTLE AS 
55¢ PER LINE DAILY AND 
50c PER LINE SUNDAY 


tine 


pt EMER -t 


335,585 DAILY @ 268,044 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY tantly improved, the Parker 


thousand | 


then advertising would indeed be 
a profitable investment, instead of 
an out and out gamble. This has | 
reference especially to the small | 
advertiser who spends less than | 
$25,000 a year and has established | 
himself as an advertising expert, | 
when as a matter of fact, his | 
ignorance of selling principles is | 
a discredit to the entire advertis- 


| ing profession. 


Advertising should be | 


By bringing advertising “bunk” 
into the open, you force advertis- 
ers and advertising copy men to 
realize that possibly their ideas of 
advertising copy can very well 
stand a little improving. 

J. S. OLDER, 
Chicago. 


. Se. 


Works Out Ad-libber’s 
Chinese Puzzle 


| 
| 
| 
| 
| 


| 


'lating to their products, and I in- 


|plants, pressing shops, 


To the Editor: You gave me a 
lot of fun with that pretty Chinese | 
mailing piece in your issue of Aug. | 
2 [Ad-libbing]. I dived into some 
of my 350 dictionaries, and came | 
up .with an accurate, word-for- 
word translation of the six Chi-| 
nese characters. 

There are only six; the three 
signs at the top belong together. | 
The six characters are pronounced 
Pai (3) Wen(2) Pu(1) Ju (2) 
I(1) Chien(4). As to the seventh 
character, I’d pronounce her aj} 
lulu. The numbers stand for the 
four Chinese tones, more easily 
uttered than spelled. 

Now as to the meaning. “Pai” 
means “hundred,” and the six- 
word proverb says: “Hundred 
hearings not equal one seeing.” 
“Hearing” is indicated by the wen- 
sign, supposed to represent an ear 
listening in a doorway, the doors 
swinging in approved American 
saloon fashion. The door shows 
up better when more formal script | 
is used; the script in this ad is of 
the dashed-off type. 

This ad succeeds in putting over 
the right message for Visual Spe- 
cialists, Inc., but not all advertis- 
ers using exotic characters are so 
lucky. I am interested in such | 
things because my specialty is to 
furnish big advertisers with ro- 
mantic and effective material re- 


sist that this can be done without 
sacrificing accuracy. 
ALEXANDER MCQUEEN, 


Alexander McQueen & As- 
sociates, Chicago. 
vvwr 
Sums Up Success | 
of Parker Boiler Co. | 


To the Editor: Can technical | 


equipment such as small boilers | 
be sold successfully by mail to re- | 
sponse from trade journal adver- | 
tising? The answer is yes, pro-| 
vided that the equipment is of su- | 
perior engineering design, offers | 
savings in fuel costs and upkeep, | 
and is designed for years of | 
worry-free operation with no or | 
minimum repair expense. Our ex- 
perience in handling the advertis- 
ing of Sid E. Parker Boiler Mfg. | 
Co., we believe, will be of interest 
to other agencies and manufactur- | 
ers of technical equipment. 

The modern Parker industrial 
boiler is a small boiler ranging in 
size from 3 to 50 h.p. and is widely 
used in cleaning and laundry 
bottling, 
tire recapping, textile and other 
plants which require a light, com- 
pact, durable unit which will pro- | 
duce an abundance of steam 
quickly. Based on 25 years oi ex- 
perience and research and con- 


|the: president, 
|;sales manager and works manager 


last year and has already been 
forced to expand this plant. 

All business paper advertise- 
ments now carry coupons and are 
keyed so that inquiries can be an- 
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lalyzed. Advertising is increased | 


or decreased in various trade jour- 
nals based on this analysis. Once 
a month, a copy conference with 
general manager, 


of the plant is held with the 


|agency to discuss forthcoming ad- 


vertising. The copy must be ab- 
solutely truthful and must under- 


state, rather than overstate. That | 


is one of the reasons why the 


works manager sits in on the con- | 


ferences. For example, letters 
from users in a recent survey 
showed that Parker boilers fre- 
quently saved as high as 40% to 
50% operating costs over other 
makes. The decision was made 
to feature 20% saving, the con- 
servative figure. The Parker boiler 
has many superior patented fea- 
tures which contribute to these 
economies, and to ease of opera- 
tion and installation. It is com- 
pact and occupies less floor space 
than other makes. Prices have 
been raised less than 10% in the 
past five years due to increase in 


|volume and this affords a distinct 


competitive advantage. We have 
seen no reason why we should not 
emphasize these features in ad- 
vertising. 

The boiler design offers many 


features to help prevent scale de- | 


posit. The U-shaped drum has no 
flat surface in the drum. Carefully 


designed mud traps on the bottom | 


of the drum below the fire collect 


sediment where it can easily be | 


blown out. A chemical solution 
in the tubes dissolves scale. Newly 
designed burners insure a high 
degree of combustion and greater 
efficiency. 

The only job the agency has to 
do is to see that Parker’s: many 
advantages are brought before 
good prospects continually 
through the right trade publica- 
tions. Last year,-the firm decided 
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ito sell through distributors also 
|}and now has 20 good distributors 
|in key cities of the United States 


leading cleaning and laundry, bot- | Previously, sales had been mad 


direct by mail from the firm’s fac 


'tions has resulted in hundreds of ‘tory in Los Angeles. 


Satisfied customers from coas 


There is | which have turned into sales. As|to coast are also a big source o: 
no reference to selling or sales-|4 result of this increase in busi-| 


Parker’s sales. One owner of : 
cleaning and laundry chain has 
bought seven Parker boilers over 
a period of years as he opened 
new units. Word-of- mouth 
recommendation by customers 
also brings in many sales. Many 
enthusiastic letters from users are 
received, such as the following ex- 
cerpt: 

“On April 24, we purchased one 
20 h.p. fully automatic boiler from 
you. With this boiler, we save 
approximately 20% on fuel costs.” 

To sum up: if your product is 
good enough and you advertise 
consistently in the right business 
papers, the job is easy. 

DARWIN H. CLARK, 

Darwin H. Clark Co., Los An- 

geles. 

,vy 
Regular Presses Print 
‘Journal's’ Color Ads 

To the Editor: Because we be- 
lieve you are interested in the 
progress of a great state, and in 
developments in newspaper print- 
ing as well, we are sending you a 
copy of the Centennial Exposition 
edition, published as part of the 
Milwaukee Journal on Sunday, 
Aug. 8. 

This edition gives the romantic 
story of Wisconsin’s first 100 
years, a picture of its modern in- 
dustry and agriculture, and its 
plans for the future. It tells, too, 
|of the Wisconsin Centennial Ex- 
position, which runs for the month 
of August, and which is expected 
|'to draw more than 1,500,000 peo- 
ple. 

The 64-page, three section fea- 
ture carries color on 31 pages 
Twenty-one have full color repro- 
duction, three are of two colors 
and black, and seven have spot 
color. The unusual point in this 
color performance is that the Cen- 
tennial section was printed on the 
Journal’s regular black-and-white 
presses on regular high speed 
units. 

Here is a complete answer to 
advertisers seeking full color in 
daily newspapers. 

A. F. HALL, 

Manager, General Advertis- 

ing, the Milwaukee Journal, 

Milwaukee, Wis. 


Holds Out for Human 


Interest in Posters 

To the Editor: We, and I am 
sure McCann-Erickson, are in- 
debted to the Creative Man for the 
very fine compliment tucked ’way 
|back in his Corner of Aug. 2 
Naturally, we are a bit proud of 
our pioneering in the field of out- 
'door design. 

Alas, we wish that we could 
violently disagree with the basic 
truth his searching pen has un- 
earthed—that to the casual ob- 
server all poster designs today 
have a certain sameness—but we 
cannot quarrel with a fact we 
have recognized for some time. 

Of course, we would not be hu- 


ELL the Jobber and his 


" Salesmen and _you sell af 


entire automotive 


CTC MS Bees. OF. THe 


MONTH’ 


SRVING-CLOUD PUBLISHING Co. 
Om FLOOR DALY NEWS BLDG. CHICAGO 6 


JOBBER TOPICS Magazine 


evéerevy MONTH 


all on 
conti 
top il 
tion, 
petro 
measi 
medit 
whicl 
produ 
By 
lookir 
let’s 
the h 
impo! 


Ma: 
Pro 
Sta 


read- 


loss 


boys, 

ferent 
launcl 
one b 
his ey 


Ad\ 
Tro 


Wan 


Stori 

To 
my A 
I was 
cle ca 
mat C 
Paper. 
Page | 
Maker 
paign. 

We 
érticle 
salesrr 
you hz 
} roduc 


H. 
Chic 
Non 


iix-G 
To 
/our s 
C etche 

Ed ¢ 
t otbal 
ce C 
my-\ 
with ¢ 
\ons i 
lig ar 
ltound: 
/t., mz 
‘Ts. 
We 
ount 


Aaa tess viaceligae Se St ode ‘i me ea us " a : a j aie a seer = fy = mS alae oda bo ee a ogee = i rig ie MI Sa co ee = . : ra es Ae cs ne A ae : * ? x “aT ae ‘ : i 
od ini’ aii SE Si clea te 23 ¢ ag Se ee Sig TRAGER ee eh Poe ee el ee a ee ee eel. oe ee ee ee Se eee lee TE an ae 
Pee Ee ay iain ae Fs Ye de is: , 7; ee Pe ee eae ge Vey ne shot” ease (ee, a ee ee ee 
fat. > at a ene Pe eek eo” gee ew Eo = 7 Seas bal ss eh Pie a a Oe Ber ehs ite hat Cea 5 eae oo et Yl ee ene oe se" Fo ea pa a here © ee ade as aes eee is 
a: «eee are aa f° gen oor, ae a Ae ka wee ere ee a ee ee Sie ee Ok RR Rr St eee ce RS 
ee Adv 
: ee Cee ” ; FT os , Sepa nan 
; f/ 0 a J, ) . 
| CtC & ; ‘ / eet as 
. te aay dec : re ee ee ee = 
‘q Si? salle ile ‘ ee ene 
—<$<$___—_—_ Oe ee )=— eee i 
ae asic 
pe 
pear 
Ma 
ee 
*) Pe | ‘hat 
J ment 
was ! 
’ ee we 
: ee ae 
: a as un 
not 3 
e they 
| ee pie 
: ’ terest 
; an ef 
, $% how 
s fy" — They 
A Qe PARKER mA 
ee “ne 
|. oo cannes ee 
“hs ere enact ” - ~ to « 
— >: te 
: > ——— a ‘ ~ 
| + Pape ae 
—— | x e- faite ‘ 
. | . | oad 2 
| a 7 
ff — 
| | 
' FF ; | “s 
i i 
pe ee eee To 
Creat 
ee ee 
vogue 
si dec clas ed ir 
nares For 
ei OF ee . ° 
eet ee strivi 
at eaea| maz 
4 ” es some 
\ fe : Suma 
vege: i feet, an 
ps mas 
; England 
- comp 
: : . bag, 
- There 
; + 
i Tubes! 
, econc 
a ¢ z = 
: a # Englanc 
M ; all i 
ae é order { 
at 5 bel 
i ; aad frie 
, ons 
| l 
| 7 
ae == 
eee 
| a | ; 
| Ne j 
a a j 
: G ais Pa @, | 
- eT! C, 
: eg Pe —OUiey > Se Ce 
’ un, win, =—_S Lon 
: —— “Henan, “Onan, <=> ual * 
c SIF pe a, 
‘ ==, Sr ; 40 ny Buy Wire, — 
hs ——— ee Muy 
| SSSI MO ben sey rr = 2 Times = 
x —S SS ~ aia Mane ne nos ie, : f 
: = : ) See en 
: = 2 ————— 
9 == == 9 = = SS 
p THE LOUISVILLE TIMES 3 } UD a i File ea OE 
’ 
. | re ee re 
F SS Te EE. CC 
ne Ei da fete ie Bick ages Dore ce ste 4 ze ee y kage be % MBB ee en ur. yee ae ¢ ER iru Re Ate A ee Cp AN a tes ean tae aye ne Wee Ae Seas Mee eS eee ee . see eae ae oe eS geen eer wh cri ‘s a Se eT ae ee eh : 
“iS aa hans th Oh gk setae Merc iss a, pide Ree tae Bip hee ig Ma DE EL eR Se Pa eS OF WT Ra ME oe PRE NI PMT Ral coe grocer AA D ec RealM Mg SR INS Si bre Re Ae Dean Hae aoe ENR Ya age en Stn Py a tele Aa aA se Pe ON IR SP. 


1948 


; also 
yutors 
states 
mad: 
s fac 


coas 
‘ce 0! 
of : 
1 has 
| over 
pened 
nouth 
ners 
Many 
rs are 
ig ex- 


d one 

from 

save 
osts.”’ 
uct is 
ertise 
siness 


x, 
An- 


e be- 
n the 
nd in 
print- 
you a 
sition 
xf the 
inday, 


nantic 
- 100 
rn in- 
id its 
s, too, 
1 Ex- 
month 
nected 
) peo- 


1 fea- 
pages 
repro- 
colors 
> spot 
n this 
» Cen- 
on the 
-white 
speed 


ver to 
lor in 


Advertising Age, August 30, 1948 


nan if we did not feel we had with Getchell 1934 to ’39, worked | American Broadcasting Co., Alco- | tion. 


naintained our pace while other | 
isers of the medium, profiting | 
rom our experience, had quick- | 
ened theirs by employing this | 
basic appeal. The facts seem to)! 
bear this out. 

Many years ago, we recognized 
hat individual advertising judg- 
ment, no matter how experienced, 
vas not infallible. Since that time, 
we have been regularly employing 
those arch critics—cold statistics— 
as unbiased counselors. They have 
not always agreed with us, but 
they have taught us a few things, 
among them that the human in- 
terest approach is no guarantee of 
an effective poster—it all depends 
how you use this basic appeal. 
They tell us, too, that Esso designs | 


-post-tested each month ora 
all outdoor designs in a market— | 
continue to stand at or near the! 
top in observation and identifica- | 
tion, not only as compared to our | 
petroleum competition, but as) 
measured against all users of the | 
medium, including those products 
which have much greater inherent 
product interest. | 
By all means, let’s all keep 
looking for a new approach, but 
let’s not blithely toss overboard | 
the human interest appeal in this 
important medium. 
R. M. Gray, 
Manager, Advertising - Sales 
Promotion Department, Esso 
Standard Oil Co., New York. 


7. we 
Annoyed by Fancy 
. 
Typesetting Efforts 

To the Editor: What does the 
Creative Man think of this new 
vogue in typesetting—lines align- 
ed irregularly? 

For years typesetters have been 
striving to make type easier to 
read—and typographers too. Now 
some of our “ingenious” fancy 

Summertime . . outdoor sports. . walking —aet result: sore 
feet, and another fine product by DR. SCHOLL, for a sure 
market. The made-to-order package for the product: New 

England Collapsible Tubes! They're ideal because of their 

compact sturdiness, ideal for care-free packing in travelling 
bag, handbag, or the glove compartment in the car 

There's no danger of breakage or messy leaking. Small 

woader consumers prefer products in New England 
Tubes! Manufacturers like their light weight for shipping 
economies, their sturdy strength for cutting returned goods 
losses. This Dr. Scholl tube uses one of over $0 of New 
Eagland's exelasive VINICOTE loner Coatings which 
Prevent reaction of product to tube metal, avoiding 
all danger of creep. Chances are your product is made-to- 
order for tube packaging. You'll find New England 
held men are trained to give you the kind of service 
aad friendly cooperation you need. We'll welcome the 
Opportunity to discuss your packaging problems, 
without obligatioa, of course. Call or write —TODAY! 
boys, believing that making it dif- 
ferent makes it better, have 
launched this new vogue. Here’s 
one buyer who refuses to strain 
his eyes on their insane efforts. 
J. B. MILcrRaM, 
Advertising Manager, John F. 


Trommer, Inc., Brooklyn. 


Wants Appliance 


Stories for Salesmen 

To the Editor: When I received 
my ADVERTISING AGE for July 26, | 
I was very interested in the arti- 
cle carried on Page 34, “Laundro- 
mat Gets $1,000,000 Push in 169 
Papers” and also the article on 
Page 61, entitled “Washer, Ironer 
Makers Propose °49 Ad Cam- 
paign.” 

We would like to copy these 
erticles and send them to our 
salesmen for their information. Do 
you have any objections to our re- 
}roducing them for our men? 

R. S. GHISELIN, 

H. Kohnstamm & Co., Inc., 

Chicago. 

None whatsoever.—Ed. 


> v 

lix-Getchellite Reports 

To the Editor: Supplementing 
/ ur story of Getchell and former 
Cetchellites (AA, Aug. 2): 

Ed Garbisch, former West Point 
t otball captain, husband of Ber- 
ce Chrysler and one-time So- 
my-Vacuum account executive 
with Getch, now has numerous 
ions in the fire, one of them be- 
iig an interest in the Sargent- 
Roundy Corporation, Randolph, 
/t., maker of Arctic Jet milk cool- 
TS. 

We handle the Arctic Jet ac- 
ount and the writer, who was 


on the Socony-Vacuum account, 
handled the Sobol Bros. Service 
Station’s account, etc. 

CHARLES E. TOWNSEND, 
Townsend Advertising 
Agency, Burlington, Vt. 

vvy 


Finds AA’s ABCs 
‘Most Confusing’ 


To the Editor: Most confusing, 
B-Gosh. 

Since I started my subscription 
to ADVERTISING AGE I have become 
very “Age Conscious” but after 


2 regarding Mr. Gaffney I am 


|practically dazed at your promis- | 


holic Beverage Control and, listed 
jin the New York Telephone Di- 
‘rectory, 37 ABCs—59 ABCs in the 
Chicago Telephone Directory. I 
|have been busy looking at the 
|other telephone directories. In all 
|probability there are as many in 
‘other cities. 
FRANK L. AVERY, 

Controlled Circulation Audit, 
| Ine., New York. 


| . 1, 

There's Hope for Admen 
To the Editor: The attached re- 

| minded me of your editorial, 


| looking at your news item on Page | “Visualizing an Important Point,” | 


| ADVERTISING AGE, July 26, 1948. 
Perhaps this article about our 


It seems to say: 
|}good cheer. 
| not lost.” 

| Premature “sudden death” is 
| not necessarily in the cards for all 
in this fascinating 
business. 

FRANK J. SMITH, 
Advertising Manager, Philip 
Carey Mfg. Co., Cincinnati. 


Have hope. All is 


| 
| 
| 
| 


| Mr. Smith’s enclosure is a Cin- | 
Times-Star story about | 


| cinnati 
Eugene A. Sigafoose, 80, who has 
resigned from the Times-Star to 
“devote more time to his favorite 
hobbies.” Mr. Sigafoose joined the 


|Audit Bureau of Circulations,|and others rocked by his revela- | advertising. 


“Be of 


WCOP Names Wilkoff 


John Wilkoff, formerly with 


Station WCAE, Pittsburgh, has 
been named promotion director of 
Station WCOP, Boston. 


advertising 


newspaper in 1894; was manager | 
of the classified advertising de-| 
| partment for 28 years, and for the | 
cuous use of the initials ABC. | 80-year-old fellow tradesman will | past seven, has been in charge of | 
|Both of us know that there are! offer some solace to Mr. Bissell|the church directory and aaite af 


DEPENDABLE 
TRANSPORTATION 


1949 Fords, Mercurys & 
Lincolns available 
Six Month contracts—or longer 


Unlimited Mileage— 
Full Insurance 


CARSERVICE, Inc. 


Long Island City 1, N.Y. RAv. 6-4960 


IT’S TERRIFIC! KFYR COMES IN LOUD. 


NORTH }/DAKOTA 


BISMARCK © KFvR 


y 


FARGO @ 


SOUTH DAKOTA 


_ AND CLEAR IN A LARGER AREA THAN | 
_ ANY OTHER STATION IN THE U.S. A.* 


_ And within that coverage area the harvest 
of another tremenduous grain crop is 
being completed ... a crop that will help — 
_ give an estimated ONE BILLION DOLLARS | 
_infarm income alone! = — 5 


KFYR 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, NO. DAKOTA 
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ITU Officers Get 
Free Rein on Big 


DefenseFunds 


MILWAUKEE—The AFL Inter-| 
national Typographical Union at | 
its 90th annual convention here | 
empowered its executive council 
to establish daily newspapers to | 
compete with struck plants and | 
gave its officers a free rein on the 
union’s $1,350,000-a-month de- | 
fense assessment. ' 

The resolution adopted at the 
convention which ended last week 
provides that the union’s execu- 
tive council may spend defense 
funds for:such purposes as it 
“deems useful in advancing the 
interest of the ITU,” including 
“expenses incurred in the estab- 
lishment or encouraging the es- | 
tablishment of enterprises to com- 
pete with or replace an establish- 
ment where a strike or lockout is | 

. . in progress or threatened.” 

A resolution aimed at intensi- | 
fying the strike against five Chi- 
cago newspapers provides that 
“where one employer operates | 
more than one plant or establish- | 
ment, local unions in whose juris- 
dictions such plants or establish- 
ments are located may take such 
joint action as is lawful under 
civil law after approval of the ex- 
ecutive council.” 


15 Oppose Move 


That was aimed at preventing 
a struck newspaper from being 
supported by chain papers oper- 
ated by the same publisher in 
other cities. Two of the five Chi- 
cago newspapers which have been | 
struck since last Nov. 24 but are | 
continuing publication are chain | 
papers. The News is part of the | 
Knight chain and the Herald- | 
American is a Hearst newspaper. | 

The convention authorized John 
J. Pilch, president of striking Chi- 
cago Local 16, to call a conference 
of such locals. 
The resolution giving union of- | 
ficers a free hand in spending the | 
union’s $1,350,000 monthly de-| 
fense fund met with some opposi- 
tion. Fifteen of the 340 delegates 
voted against the measure. Wood- | 
ruff Randolph, ITU president, and 
other officers said the measure 
was necessary for the successful | 
prosecution of strikes. 


| 


Several Resolutions 


The convention also voted to: 
Set up a public relations pro- 
gram designed to acquaint ITU 
members and the public with the | 
union’s aims and objectives. 
Continue the 442% defense as- 
sessment on the weekly wages of 
the ITU's 87,000 members. 
Organize “kindred” printing 
trades such as Vari-Typists who 
have replaced printers at some 
struck newspapers, enabling them 
to continue publication. A com- 
mittee report called unorganized 


Vari-Typists a “threat to our 
wage standards.” 
Another resolution, aimed at 


“Government witch hunting com- 
mittees,’”’ condemned “any type of 
discrimination based on race, re- 
ligion or political belief.” One 
resolution urged a meeting of the 
AFL, CIO, UMW and railroad 
brotherhoods in Washington to 
work out joint plans for repeal 
of the Taft-Hartley law and to 
combat anti-union injunctions and 
other attacks by the National La- 
bor Relations Board. Another 
pledged ITU support to the AFL 
Labor League for Political Edu- 
cation. 

The collective bargaining policy 
set by the union a year ago in 
defiance of the Taft-Hartley Act 
was approved by the convention 
in a resolution which commended 


|}the policy has 


NLRB general 


/adopted unanimously. 
| lution called upon President Tru- 
|/man to remove Denham. 


CALVERT WILL NOT SWITCH 


Hill Brothers Switch to Calvert 


© 


n 
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Goebel Brewing’s 
Head Lays Gains 
to Advertising 


Detroit — An expanded adver- 
 tising campaign has carried the 
|'Goebel Brewing Co., of Detrot 
and Muskegon, Mich., into the top 
| place in the bantam bottle beer 
|market, it was declared here by 
|Edwin J. Anderson, president cf 
|}the company. 
| Since introduction of the ban- 
‘tam bottle nine years ago, the 
company’s sales have jumped 
from less than $3,000,000 to nearly 
$20,000,000 and placed the com- 
pany in a dominant position in 
this market. 

In 1939, the Goebel Brewing 
Co. introduced the Gold Labe! 
bottle, a small seven-ounce bottle, 
and placed its advertising in the 
hands of Brooke, Smith, French & 
_Dorrance, Detroit and New York 

Growth is claimed as phenome- 
nal. Distribution has spread na- 
tionally along with a _nationa! 


CALVERT SWITCH UNSWITCHED—Calvert Distillers will stick to its “switch” theme (AA, Adg. 23), as evidenced by these | magazine campaign, outdoor post- 
two newspaper advertisements (lSwer left) and a spread which will appear in September issues of Collier's and Life. 


the directions of the 89th conven- 
tion.” According to union figures, 
resulted in 29 
strikes involving 7,198 members 
in the last year. 

The delegates voted down a 
resolution which would have re- 
quired the union to abandon a 
strike after three years. 
vention also rejected a resolution 
which would have required its of- 
ficers to file non-Communist affi- 
davits in compliance with the 


The con- | 


|the “courage and firmness with | to $12,000 and that of the vice- 
| which the officers have carried out | presidents to $9,500. 


ITU GETS $11 RAISE 
IN PHILADELPHIA 
PHILADELPHIA — The six-month 
strike of Local 2 of the ITU here 
was settled last week. Announce- 
ment to that effect was made 
jointly by the union and the Al- 
lied Printing Employers’ Associa- 
tion, against whose 28 member 


| firms the strike was waged. 


Taft-Hartley law, after Mr. Ran- | 


dolph had spoken in opposition. 
Calls it ‘Collective Begging’ 


“We want neither the benefits 
nor the burdens of that law,” Ran- 
dolph declared. Compliance with 
the law, he said, would change 
collective bargaining into “collec- 
tive begging.” He explained that 
the union’s officers had not com- 
plied with the affidavit provision 
of the Taft-Hartley law because 
they had seen no need for it. He 
said it was not a question of 
whether the ITU officers were 


|Communists, but of whether they 


were going to give the NLRB jur- 
isdiction of their problems. 

A resolution “strongly con- 
demning” Robert N. Denham, 
counsel, for his 


'“unethical attitude and actions” in 


ITU was 
The reso- 


cases involving the 


Truman Wires Union 


The union charged that Sena- 
tor Taft (Rep., Ohio), at the in- 
sistence of Chicago newspapers, 
had asked NLRB attorneys to 
bring contempt of court actions 
against the union and its officers 
and urged President Truman to 
investigate. President Truman 
sent the convention this telegram: 

“TI have your wire of Aug. 18 
in which you refer to a report 
that Senator Taft summarily sum- 
moned lawyers for the National 
Labor Relations Board to his of- 
fice, and, together with certain 
newspaper publishers, called upon 
the labor board lawyers to bring 
contempt of court action against 
your union and its officers. This 
is a shocking charge and it will 
be investigated thoroughly and 
immediately.” 

The president’s reply, read to 
the convention, was greeted with 
applause. 

The delegates voted a $l-a- 
week increase, to $15, in the pen- 
sion of printers over 65 and gave 
a $2,000-a-year raise to its in- 
ternational officers. The pay of 
Mr. Randolph and of Don Hurd, 
secretary-treasurer, was increased 


Sinclair L. Muir, union presi- 
dent, and C. Howard Thomas, 
president of the employers’ group, 
announced that a new contract had 
been consummated to replace the 
one which expired last Dec. 31. 
The strike was called Feb. 26. 

The new agreement will run 
for two years and establishes a 
wage scale of $80 a week for 
seven months, and $82.50 weekly 
for the next 17 months. The $80 
scale represents an $11 increase 
over the 1947 scale. A_ second 
week’s vacation for employes of 
five or more years of service was 
also granted. 


Old Practices Challenged 


“The question of union security 
provisions was one of the most 
difficult matters during these ne- 


gotiations,” the joint statement 
explained. ‘Many practices in 
‘effect in the previous contracts 


between the parties have been 
challenged by passage of the Taft- 
Hartley Act. 

“The union has been vitally 
concerned to secure and maintain 
the preservation of as many of its 
historic prerogatives as may be 
permitted under the law. The 
main security features of this new 
agreement were finally negotiated 


at meeting between representa- | 


tives of the international union 


'and the association. 


“ITU vice-presidents [Elmer] 
Brown and [Larry] Taylor an- 
nounced to the union membership 


| that they were satisfied that these 


provisions amply protected the 
members of the local union so far 
as it is possible to do so at the 
present time under the law.” 

Among the firms affected by the 
strike were two of the large plants 
printing national magazines— 
Cuneo Press and Chilton Publish- 
ing Co. 


Form PR Firm 


Howard W. Kramer, 
advertising and publicity man- 
ager of the Cunard White Star 
Ltd., New York, and James Kelly, 
magazine writer, have formed a 
public relations and sales promo- 
tion firm, Kelly-Kramer, Inc., 
with offices at 10 E. 44th St., New 
York. Mr. Kramer is president 
of the new firm and Mr. Kelly is 
vice-president. 


|'Federation of America 


formerly | 


AFA Urges Clubs 
to Aid Colleges 
in Ad Training 


New York — The Advertising 
recently 
sent out printed folders contain- 


ing recommended projects for the | 


coming year to 100 local advertis- 


‘ing clubs. 


The five main club goals, ac- 
cording to Elon G. Borton, presi- 


‘dent and general manager of the 


AFA are: (1) to tell the story of 
advertising to the public; (2) to 
serve the public through adver- 
tising; (3) to raise the standards of 
taste and ethics in advertising; (4) 
to improve the technical skills of 
advertising people, and (5) to co- 
operate with college educators in 
advertising training. 

The AFA has recommended that 
every club within a _ reasonable 
distance of one or more colleges 
or universities appoint a special 
committee to offer cooperation to 
such institutions in advertising 
training. 

Other features in the 1948 AFA 
platform include continuation of 
public relations campaign for ad- 
vertising, continuation of the Na- 
tional Essay Contest for high 
school students and formation of 
a speakers’ committee in each club 
to tell the advertising story to the 
public. 

Special educational features, re- 
fresher courses, clinics, forums and 
advertising exhibits will also be 
held within the local clubs among 
the AFA’s 20,000 club members. 


WNBT Increases 
Base Rate 331/3% 


Effective Oct. 1 the base hourly 
evening time gross rate for WNBT, 
New York, will be $1,000—an in- 
crease of 331/3% over the pres- 
ent rate. Present advertisers on 
the video station are protected 
through Dec. 31. 

James V. McConnell, director of 
NBC national spot sales and 
WNBT sales, said the number of 
sets has increased 45% over 
April 1, when the present schedule 
was enacted, and is expected to 
have increased 67% (over April 
1) by the effective date of the new 
card. Mr. McConnell described 
Card No. 4 as the “first full-dis- 
closure television rate card for 
the industry.” 


Appoints Palys 

John A. Palys, formerly with 
the heating and refrigeration di- 
visions of Bacharach Industrial 
Instrument Co. and a junior mem- 
ber of Sullivan & Rayhawk, in- 
dependent market research organ- 
ization, has been appointed as- 
sistant advertising and promotion 
manager of Jones & Brown, Inc., 
Pittsburgh, national distributor. 


ers and a localized newspaper 
drive. 


Biggest Baseball Network 


Heading the advertising drive 
is the “Goebel Radio Network” in 
| Michigan, which now has outlets 
lin 26 cities on 28 stations and is 
‘the largest baseball network in 
‘the country, exclusive of such spe- 
|cial events as the world series and 
‘annual all-star games. 

The magazine campaign is in 
The American, American Legion 
Magazine, Collier’s, Field & 
Stream, Holiday and Life. 

Leading the newspaper linage is 
a series of four-color, full-page 
advertisements in the Chicago 
Tribune which plugs the bantam 
bottle. This bottle, incidentally, is 
not generally sold in Michigan. 

Goebel’s advertising budget 
divided into a two-fold campaign, 
divided between the bantam and 
the standard bottle. 

As one of the strongest users 
of radio, Goebel will continue 
with television this fall when it 
televises the Detroit Lions foot- 
ball games of the National Foot- 
ball League. It will also broad- 
cast the Lions games. 

Harry Heilmann, former base- 
ball all-time great with the De- 
troit Tigers, is the announcer on 
the Goebel baseball network and 
he has a year-round job with 
Goebel. 

In 1939, the brewery turned out 
272,373 barrels. In 1947 this had 
grown to 897,799 barrels and the 
firm paid more in taxes in 1947 
than was its total revenue in 1939. 
This year sales will exceed the 
million barrel mark. 


Drama Replaces Music 
on ‘Prudential Hour’ 


The Prudential Insurance Co 
of America, Newark, will substi- 
tute drama for music on its ‘‘Fari- 
ily Hour” program over CFS 
starting Oct. 3. The time remai1s 
Sundays, 6 p.m., EST. 

Benton & Bowles is the agency 
for the program, which was boug !t 
through Music Corporation 
America. Barbara Stanwyc :. 
Gregory Peck and other top Ho - 
lywood artists will be featured. 


Collins Joins WVKO-FM 
Neil Collins, formerly in th 
public relations department o 
Byer & Bowman  Advertisin;' 
Agency, has joined Sky Wa 
Broadcasting Corp., Columbu:. 
O., as sales and promotion man 
ager of Station WVKO-FM. 


Skilsaw Names Kemphe!' 


Walter W. Kemphert, former 
with Worthington Pump & M - 
chinery Corp., Harrison, N. J., h:s 


been named vice-president |! 
charge of sales of Skilsa’, 
Inc., Chicago, manufacturer » 


portable electric tools. 
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Smith Davis Corp., New York, 
which handles the bulk of the dol- 
lar volume of transactions in 
newspapers and radio stations, is 
10w Offering a special service to 
1elp increase newspaper income 
and reduce costs. The fee for the 
new service starts, with papers of 
5,000-10,000 circulation, at $2,500 
plus expenses. 

Albert Zugsmith, executive v.p. 
of the Davis firm, told AA that 
studies of some 25 dailies with 
circulations ranging from 5,000 to 
1,000,000 have shown that while. 
their revenue this year has risen, 
on the average, from 4 to 6%, 
their costs have climbed from 8 
to 10%. 

Some of those studied actually 
are running in the red. Major cost 
items are wages and materials, 
especially newsprint. 

ca * eo 

One of the major instant coffee 
makers is now doing a research 
job to discover if, as it suspects, 
men are a major influence in buy- | 
ing the product. If the study con- 
firms the suspicion, its fall radio | 
show will be beamed to men as 
well as women, and it will prob- | 
ably get out of daytime radio. 


* * * 


Despite the recurrent waves of 
panic in the liquor industry, con- 
fidential figures in at least one big 
distiller’s office show that the cor- 
ner has been turned. The “B”: 
blends (i.e., blends priced at $3.85 
or less) have been moving very 
well. 

a * aE 

For the first time in many years, 
if you really want to buy some 
movie theaters from the big cir- 
cuits, you can do it now. This is 
partially due to the court decisions 
which trend to divorce movie pro- 
ducers and distribution systems, 
but also because a number of mo- 
tion picture companies have 
quietly come to a decision to hold 
only their best theaters. These 
will form the nucleus for big 
screen television. 

x * * 


That $500,000-plus campaign of 
American Federation of Labor to 
combat Communism in the United 
States—for which Owen & Chap- 
pell, New York agency, was ap- 
pointed last June—still is prob- 
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IRCULATION 
UP 64% 


three months average March 3i, 1948 as | 
against circulation October |, 1947) 


ROSS CIRCULATION 


at peak of winter season 


30,456 _ 


OJ NEED The Evening Independent to 
over the evening field of the $120,577,- 


Represented Nationally by 


DeLISSER, INC. 


ew York Philadelphia 
icago Atlanta 


ably a couple of months from re- 
ality. O&C is conducting research 
in preparation for it. 

Meanwhile, the federation con- 
tinues, through this agency, a 
“Summer Serenade” program on 
WJZ, New York, and some other 
ABC stations. Broadcast Tuesday 
evenings at 10:45, EDT, the AFL 
program follows “What Do People 
Think?” on the same network for 
National Association of Manufac- 
turers—which gets its 15 minutes 
free. 

a ~ * 

Latest air carrier to institute 
budget economies is Northwest 
Airlines, which has given “tem- 
porary furloughs” to more than 
one-third of its stewardesses (110 


out of 300). Fewer steward- 
esses are needed since the airline 
decided to use only one on all 
Martin 2-0-2 and some DC-4 
flights. At the same time, also | 
following a trend, use of the larger | 
planes has made it possible for | 
NWA to eliminate some ecnedules | 
and still provide more seats. 

The promotion budget is up, | 
however, both for advertising and | 
publicity. Flight schedules and. 
price listings in newspapers along | 
the route served by NWA have 
been increased, and additional 
funds have been appropriated for 
display material promoting the 
new air parcel post service and 
the airline’s orient flights. 

* * * 

American Home Products is 
rapidly achieving national distri- 
bution on the entire line of Duff’s 
cake mixes. The devil’s food mix 
now is being distributed nation- | 


ally and the spice cake mix is 
close to the goal, while white cake 
mix now is sold in 50 markets, 
about half-way to full distribu- 
tion. 


When the company reintroduced 


the mixes 18 months ago, it set up 
a schedule of from 2,500 to 3,500 
lines in each new market to run 
during an eight to ten-week 
period. When the products are 
established, magazine and subse- 
quent newspaper promotions, 
through W. Earl Bothwell, Inc., 
will plug the entire line. 
* a» * 

Procter & Gamble Co., Cincin- 
nati, is reported to be on the verge 
of introducing a home permanent 
wave this fall. 

» co * 

The Detroit News, 75 years 
old, Aug. 23, has continued in the 
same family since it was founded 
by James Edmund Scripps. 


cess of the paper set a pattern for 
other papers founded later—the 
Cleveland Press, 1878: St. Louis 


Chronicle, 1880, and Cincinnati 
| Post, 1881. 
cy a - 
Blatz Brewing Co. reportedly 


will spend $7,500,000 for advertis- 
ing and merchandising in the year 
beginning Sept. 1—$4,000,000 of it 
for space and time alone. The 


(drive opens with large - space 


newspaper ads featuring several 
men who say they’re from Mil- 


'waukee and ought to know Blatz 


is Milwaukee’s finest beer. 


Suc- | 


ST. JOSEPH N WwW SPRESS 
St. Joseph Oazette 


FOR CINCINNATI MARKET INFORMATION 


SEE THE POST! 


NEWSPAPER READERSHIP 
FAMILY DATA 


RETAIL SALES OF DEPARTMENT 
STORE TYPE MERCHANDISE 
' 


Wearing Appurel 
Furniture 


Home Furnishings 


ii 


Wines 


POPULATION DENSITY 
SHOPPING CENTERS 
ECONOMIC AREAS 
WHOLESALE OUTLETS 


To help you sell Cincinnati, The Post has compiled—and is 


constantly collecting—a wealth of pertinent data covering 


all phases of market research. Much of this informatidn is 


not available from any other source. To receive market and 


marketing information tailored to your specific needs, just ASK 


THE POST! 


Bear in mind, too, that The Post delivers Cincinnati's 


largest exclusive daily audience. All told, The Post reaches 


more than half a million people each week-day. 


incinnati Post 


THE NewsPAPER FOR ACTIVE cincINNATIANS 
Robert K. Chandler, Manager, General! Advertising 


CINCINNATI 2, OHIO 


Represented by the General Advertising Department of Scripps-Howard Newspapers 


ee ak. ee. ee ie Oe ee We Ns eee Ts 
PO mee sn, 6 ee rn a a ee ee ne | | ere: Sie eae teem cas tata x? A i ay weee. Ee ta ee ee SF a 
~—" , ' : . i 
MEME | Advertising Age, August 30, 1948 > os 
Reet = he ae ees @e é i & ao 3 io ag ‘ ko oi. eae : . 
, . hi 4 ) ) Ai : : f) any r 
te 
ee : 
— 
es eee 
_ oO 
CIRCULATION (current avenaces ee 
re 
-_—— SSS 
ain 
—— 
} P| | ; : : 
y oo 
ite se 
5 pf /, 54 Y AAlio) 
1 
eG 8) 
. andi. Sa 
Fi a —— 
ce 1 No ah | 
3 : fF 
) 4/) H FE: 
H Appliances i 
/ ' : 
| CONTINUOUS GROCERY INVENTORY 
r © - 
a a oa GROCERY DISTRIBUTION CHECK 
All / 
we S00 Murs™ ROUTE LISTS | 
~ * ~ ; ' 
P ay,.' , | 4 
' + 
« \ ' 
ri ' ih 
= ' a 
4 tas ' ae 
‘me an 
i 
e \ 
yes Z tg 
! b 
= a 
’ ae —_ ‘ead ee 
alt ° Tere 
' 
' ? 
1 
1 
| hi f thing? | | 
searching for something? | “a 
' i ie 
' = 
' 
i . 
en e—“( tC : 
' 7 
! 7 
. 
' ee ks 
: ee 
— 
' #5 
' ie ales 
FS 
ee Joan 
es Be 
pat 
i ee ee ae 
I a 
nt | fC rhe = 
ient oO ae 
— P| ——=—— + a 
y Wa ——- : 
lumbu: . »>- \ as 
nm man — a ———— a 
; ir 
aphe: = on 
ormer =f SS ieee 
8 Bere = ae 
lent 0 eS eee eee 
Skilsa *, FOSS ecu e 73 es i 
urer JI tie 
ee 
wes 4 i e ys ’ : . ag . = P . ie 
eR a ROS LN oer v Ce in ee cele hag eee Gra eae wos erioe 4 sree 3 Se nets e : ere sr = ee Hse iat ee 34 SEG) Soa ce Rs ei ecn ioe < Apt re Sieg Te ee ge eae bad een atte 2 a nye Bf teg 7 “ene Sia 


- 


Fort Industry Names 2 


Richard E. Jones, formerly | 


‘James D. Woolf Talks... 


commercial manager of Station 
CKLW, Windsor, Ont., has been 
appointed managing director of | 
Stations WJBK and WJBK-FM, | 
owned by the Fort Industry Co.,| 
Detroit. Ralph G. Elvin, who has 
been coordinating the activities of | 
both AM and video broadcasting 


for Fort Industry, has been named | Thompson 
managing director of Station) 
WTVO, Detroit, which is ex-| 


advertisin 
pected to be on the air by Nov. 1. | . 


Retains Stone 


The Fifth Avenue Association, 
New York, has retained Lester | 
Stone as public relations consult-| 
ant. Prior to opening his own of-| 
fice in New York, Mr. Stone was | 
executive secretary to the late) 
Mayor F. H. LaGuardia and as- 
sistant director of the budget of 
the City of New York. 


ing, 


One of the soundest pieces of 
advice on advertising I know any- 
thing about is the theme song of 
the Ladies’ Home Journal: “Never 
Underestimate the Power of a 
Woman.” 

It is difficult to think of an 
article of merchandise that is not 
bought either for or by a woman. 


Agency Names Jaspan 

Elmer F. Jaspan, formerly na- 
tional advertising account ex- 
ecutive of McGeehan & O’Mara, 
New York, radio station represen- 
tative, has been named director of 
radio and television of Broom- 
field-Podmore Advertising, Tren- 
ton, N. J. 


| Resentiy the proprietor of a large 

men’s furnishing store told me 

‘that, with the exception of suits 
and overcoats, 75% of his sales 
| were made directly to women. 
|“And at least half of my sales of 
| suits and overcoats are made to 

oe ;men who bring the little woman 

along to make up their minds for 
them.” 

The wife and not the husband is 
|the family purchasing agent: she 
is the buyer of practically every- 
thing that pertains to homemak- 
ing—food, household operation, 
|furnishings, medical care, etc. The 
family car is vastly more impor- 
tant to her, in most cases, than 
to her husband. And so is the re- 
frigerator, the frozen food locker, 
the furnace, and the family bank 
| account. 
| More and more, national adver- 
|'tisers are directing their advertis- 
|ing to women. But in the retail 
|field few dealers, aside from food 

‘stores and women’s dress shops, 
are displaying much skill in woo- 
ling the tender gender. 


ina 
RICH 


INDUSTRIAL 
and 
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MARKET 


How to Influence Women 

Too often overlooked, I think, is 
ithe fact that women are skillful 
|buyers. Men are not, except in 
their business or trade. Even in 
|the case of such everyday mechan- 
ical contrivances as automobiles 
and radios, few men have much 
‘real technical knowledge. 


of the merchandise she buys with 
‘an expert technical eye. For she 
‘is a practical seamstress, a prac- 
|tical cook, a practical beauty doc- 
'tor, and a practical “Mrs. Fix-it.” 

. ° ° |Hence she buys a dress, or a lawn- 
| Winning favor witht mower, or a roast beef, as ex- 
| pertly as a carpenter buys a saw 
§ jor a farmer a binder. The buy- 
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Pitas 


complicated, too. The matter of 
|selecting a hat or a shirt, for ex- 
‘ample, is a relatively simple task 
|for most men. But for most wom- 
jen the task is often complicated 
jand difficult; they have dozens of 
‘styles, patterns and colors to 
choose from, and there is no end 
of details to be settled before a 
decision is finally arrived at. Wom- 
en have infinitely more patience 
|than men —and vastly more en- 
durance. They will spend hours 
—running from store to store, ask- 
ing questions, comparing values— 
in making a ten-dollar purchase 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 
retired vice-president of J. Walter 


Company, is writing a series 


of discussions on tested ideas and basic 


principles. While the series 


is aimed primarily at the small business 
man who may be a neophyte at advertis- 
AA readers will find 
and entertainment in the discussions and 
sidelights on advertising successes which 
will appear 


instruction 


here each month. 


that the average man would make 
in five minutes. 

I believe that one important 
way to influence women with your 
advertising copy is to give them 
facts. I am convinced that fuller 
information is demanded by wom- 
en than by men. They want de- 
tails and are willing to give their 
time and energy to the job. They 
will read long copy more readily 
than will men. Women are 
shrewder and more discerning 
than men in their buying. They 
watch their pennies closely and 
get more for their money. 

It has been said that women are 
more emotional than men. Maybe 
so. Use an emotional approach 
when it seems to be indicated, but 
PACK YOUR COPY WITH 
FACTS. Facts sell merchandise. 
Especially to women. Sears and 
Ward’s proved that with their en- 
cyclopedic catalogs long ago. 


Try Cultivating the Women 
Do you sell “men’s merchandise” 
—roofing, tires, boats, air condi- 
tioning, garden tools? Are you a 
banker, a locker operator, a men’s 


clothier, or a sporting goods 
dealer? Try giving the ladies a 
whirl. Talk directly to them in 


your advertising. Show them you 
are interested in them, their prob- 
lems, their needs. 

Wives know more about needs 
than husbands. They regard the 
| business of directing affairs of the 


household as their Number One 
|job. It is they who are alert to 
|the daily crises—the leaking roof, 
|the dripping faucet, the mounting 
/meat bill, the frayed living room 
|rug, the faded curtains, the sag- 
|ging bedspring, the worn-out gar- 
|den hose, the declining egg output 
|of the hens, the fact that the fam- 
ily typewriter is on its last legs, 
and Junior’s desperate need for a 
new bike, a tennis racket, or a 
trout rod. 


Turn on the Charm 

I should like to suggest that, in 
divers ways, you turn on the 
charm. I know of a bank that 
sends a bouquet of: flowers to 


The feminine purchaser, how- | 
ever, examines and selects much | 


“pd 


a 


a 


every new woman customer. 
That’s smart and it’s been profit- 
able. I know of a locker operator 
who calls at the homes of house- 
wives and personally drives them, 
as prospective customers, to his 
plant in a luxurious motor car. He 
doesn’t invite the mister; this is 
strictly an escorted tour for the 
manager of the household. A 
dealer in farm implements and 
feeds mails a beautiful and costly 
wall calendar, together with a lit- 
tle note of thanks for the year’s 


| business, to the wives of his men 


customers. A little touch, but it 
counts. A travel bureau in Cali- 
fornia runs all its ads on the 
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women’s page of several local 
'newspapers; it figures that, when 
last comes to last, the family vaca- Ye 

|tion is a petticoat decision. Attracts Sponsors 

| Financial necessity compels| ANncHorace—The Alaska Broa:- 
| women to study values. They must |casting System, which will i)- 
stay within fixed budgets, and it | crease its. coverage with the ai- 
is inevitable that this economic |dition of KIBH, Seward, Oct. l, 
pressure makes them canny. They |has signed several new clier ts 
demand truth in advertising. |since affiliating with CBS last D»- 
When a man buys an article that | cember. 

fails to meet his requirements or| Among the advertisers most rv- 
to measure up to what was proni- |cently added to ABS’ list of spon- 
ised him, he is likely to cast it}sors dre: International and Do- 
aside and forget it. mestic Travel Service, Seattle: 

But a woman, like an elephant, | Scandinavian Airlines System, 
never forgets. Never underesti- | Milwaukee Railroad and Chrysler 
mate her power—and never try to|Corporation. All bought an- 
fool her. nouncements direct with the ex- 
ception of Chrysler, which, 
through McCann-Erickson, is 
sponsoring a _ five-minute chil- 
dren’s program, “Animal World 
Kingdom” over KINY, Juneau. 

Five of Alaska’s eight stations 
are members of ABS, including 
KINY; KTKN, Ketchikan; KFRB, 
Fairbanks, and KFQD, Anchorage 

The stations are represented 
by Pan-American Broadcasting 
Co., New York. 

Veteran broadcaster William J 
Wagner is owner and operator o/ 
the chain. KFQD’s career dates 
back to 1924. 

Other good customers of ABS 
are Chesterfield (Arthur Godfrey’: 


Alaska Network 


Dorothy Lamour Will 
Emcee Sealtest Show 


Dorothy Lamour will star as 
mistress of ceremonies on the new 
Sealtest variety show to be aired 
from Hollywood on the NBC 
coast-to-coast network, beginning 
Sept. 9. Appearance of name 
stars is guaranteed by an arrange- 
ment with the American Federa- 
tion of Radio Artists, which 
provides that Sealtest will make 
weekly payments to the AFRA 
welfare fund to establish a health 
insurance fund for radio perform- 
ers. 

The plan will work much like} 


the Screen Guild Theater. On |daytime show); ; Consolidated 
that series, the bulk of the stars’|Dairy (Art Baker’s notebook); 
fees has gone to establish bene-|Gillette (special sports events); 


fits for members of the guild. | Philco (Bing Crosby) and Camels, 
Among the stars who have indi-|Carter’s liver pills and Pan Amer- 
cated they 5 on appear om shan World Airways, (selective 
series are ac Benny, ing | ts). 

Crosby, Bob Hope, James Stew- |e ) 

art, Jimmy Durante and Fred/| 

Astaire. N. W. Ayer & Son is the Coburn to Keck-Franke 


agency. | Keck-Franke Advertising 
| Agency, Oconomowoc, Wis., has 
To Van Diver & Carlyle | been appointed to handle the ad- 


vertising of Coburn Mfg. Co, 
Whitewater, Wis. Farm publica- 
tions will be used. 


Jaysid Mfg. & Distributing Co., 
New York, manufacturer of house- 
hold appliances and closet acces-| 
sories, has placed its advertising | 
with Van Diver & Carlyle, New| 
York. A cooperative newspaper | 
campaign will be launched this 
fall with its retail outlets. Trade | 
publications and magazines ae 

| 


THE MAGAZINE 


of the TRADE 


will be used. 


Three Name Kesslinger 


J. M. Kesslinger & Associates, | 
Newark, has been appointed to 


handle the advertising of Duke HOSIERY & UNDERWEAR 
Farms, Somerville, N. J., Paul| Review 
Spann & Sons, Inc., Far Hills, 


N. J., and Lamington Jerseys, | 
Whitehouse, N. J. All three are| 
importers and breeders of prize! 
Jersey cattle. 


BIG TOWN 


Big Town, Indiana, population 58,205. Every town of 
over 50,000 pop. merits consideration as a market. 
And you get the equivalent of this extra city on your 
advertising schedule when you use The News-Sentinel— 
for it reaches *16,630 more homes than does Fort 
Wayne's morning newspaper. 


1 WEST 34th ST., NEW YORK | 
GUARANTEED @® CIRCULATION 


(*ABC-12-31-47) 


The News-Sentinel is read in 97.8% of all 
homes in Fort Wayne every weekday. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


ALLEN-KLAPP CO. © NEW YORK=—CHICAGO—DETROiT 
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Wealthy British 
Fewer in Number, 
Survey Finds 


Lonpon—There are fewer peo- 


Two Name Dowd Agency 


| John C. Dowd, Inc., Boston, 
|has been appointed advertising 
/'and merchandising counsel for the 

Carpenter-Morton Co., Boston, 
| manufacturer of paints, effective 
| Sept. 1. The agency also has been 


N ational Video 
Conference to Be 


| 


Held in Chicago 


| partments, 


ecutives, applicants, agencies both 
with and without television de- 
advertisers using or 
planning to use video and pack- 
aged program producers. 

The three-day meeting will 


Kelvinator Appoints 

| Jack Mulcahy & Henry Arn- 
| sten, Los Angeles public relations 
firm, has been named by the Kel- 
| vinator division of Nash-Kelvina- 
|tor Corp., Detroit, to handle the 


| Cuicaco—A three-day national|most probably consist of both! publicity and exploitation of its 


ple in the upper income groups of | named to handle the advertising | television conference will be held 


Britain than there were a year ago 
—but there are also fewer mem- 
bers of the lower income classes. 

Publication of the second Hul- 
ton Readership Survey also dis- 
closes the fact that the average 
family today is noticeably smaller 
than last year, chiefly because new | 
yuilding has resulted in the estab- 
lishment of separate households. 
There has thus been a decrease in 
readership-per-copy among pub- 
lications which have been unable 
to increase circulation. 

There are still some 750,000 
families living with parents or 
other relatives, however, and more 
than 250,000 couples planning to 
marry within six months. In most 
of these cases the new family 
units hope to move into their own 
homes. 


Sunday and Weekly Papers Up 


The second survey, based on 12,- 
600 interviews and directed by 
J. W. Hobson and Harry Henry, 
indicates that national dailies and 
evening newspapers are read by a 
slightly lower proportion of the 
population. National Sunday pa- 
pers and local weeklies are up 
slightly, although the differences 
in reading habits of all four in- 
come groups are small. 

News of the World, a Sunday 
newspaper, recorded a readership 
of 50% of the reading public, up 
4% from a year ago, and now | 
leads Radio Times, its nearest | 
competitor, by 1,500,000 readers. 

The survey also notes that Brit- 
ish women of all ages and classes 
are drinking and smoking less, | 


have cut down on cosmetic con- 
sumption, and are making fewer 
visits to the cinema. 


| 
Asauserof Words — 


You will be thrilled | 
By the Words of.... 


A MAN WHO MADE A FORTUNE, 
WITH WORDS, NAMES AND MEN 


as he tells 
ences in t 
“Teacher of Business.” 


ou of his business experi- | 
hat interesting book) 


This man who built one of America’s 
most successful business publishing 
properties — The McGraw-Hill Pub- 
lishing Company — is none other than 
James H. McGraw. 


The size of this book is 6% x 9%4— 
It is bound in a beautiful green 
simulated leather with title and sub 
title printed in gold ink on the front 
cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book 
will make a useful, permanent addi- 
tion to your business and home 


library. 
$ 1 00 


Advertising Publications, Inc. 

100 E. Ohio St. Chicago 11, Il. 

FILL IN AND MAIL THIS COUPON 
TODAY — 


Advertising Publications, Inc. 

Div. 922 

100 E. Ohio St., Chicago 11, Il. 
Gentlemen: 

Please send me....copies of “Teacher 


of Business”. Enclosed is $.......... 
BED Feccccscccconcseccescs oo ee ee ee 
) POPU TOPOTeTTT TT TTT TTT errr ee 
CORNET oc ccccccscdencses Cobcesese 
Address ............. oc evccccesecece 


|of Frozen Food Storage Corp., 
| Cambridge, which will soon in- 
troduce to the New England mar- 
| ket a line of fresh and frozen poul- 


| try and other foods. 


‘Names Miami Agency 


House & Garden Furniture, Inc. 


ciates, Inc., Miami, to direct its 


be used. 


The Los Angeles Mirror, new 
afternoon newspaper, has appoint- 
ed J. Walter Thompson Co., Los 
Angeles, to handle its advertising. 


here late in January or early in 
February covering all segments of 
the industry. 

Sponsored by the newly-organ- 
ized Chicago Television Council, 
| the project was approved late this 


;month after weeks of study. Ac- 
| 


has appointed Advertising Asso-| 


cording to James L. Stirton of 
|'ABC, council president, the con- 


advertising and public relations. | ference will be held for the “edu- 


Newspapers and direct mail will} 
|sons interested in television.” 


‘The Mirror’ to JWT | 


cation and edification of all per- 


Although a committee still is 
working on program details, and 
will not submit its recommenda- 
tions until the September meeting, 
the idea has met with favorable 
reaction among video station ex- 


| 


| meetings, 


panel discussions and_ general 
with experts in engi- 
neering, video management, pro- 
gramming, advertising and legal 
aspects of the industry as featured 


speakers and discussion leaders. 


Brown Joins Criterion 

Winton H. Brown, formerly 
with Time and Columbia Broad- 
casting System, has joined the 
Chicago sales staff of Criterion 
Service, Inc. 


To Ley & Livingston 
Pressteel Co., Berkeley, Cal., 
has named Ley & Livingston, Oak- 
land, to handle a national busi- 
ness paper advertising campaign. 


| institutional motion picture, “Of 
| This We Are Proud,” a documen- 
tary short on Americanism. 


Ball Agency Moves 


Ball Advertising Agency, Co- 
lumbus, O., has moved its offices 
from 1074 Wildwood Ave. to 16 
E. Broad St. 


Actors vs. Action 


Some ad agencies put 


on a good show. Nice 
scenery. Big cast. I get 
action at the box office! 


rite: 


Box 7141, Advertising Age 
100 E. Ohio St., Chicago 11, Tl. 
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NG that one of your letters makes 


a business call, it must compete for attention 


with all the other letters your client or prospect 


the handsome 


Send the coupon now. 


SEND FOR COCKLETONE PORTFOLIO AND SAMPLE BOOK 


showing specimen letterheads and for sample book of 
Cockletone Bond in all weights for letterhead use. 


LOOK FOR THE 


receives along with it. More and more advertising 
men find that Hammermill’s Cockletone Bond has 


appearance, “heavier” feel, crisp 


.. for Cockletone Bond Portfolio 


AA ARC 
LA a 
crackle and snap to make their letters say unmis- 
takably, “This is a message of importance!” 

Examine this fine, new accomplishment of modern 
papermaking for yourself. Then consider appoint- 
ing it your business representative. 
its quality, its moderate cost may surprise you. 


ee 


(rrr 
ALITY Y 


Please send me 
Name—_ 


Position 


Please attach to 


V.0.0,0,0,0 


DOOO'O Og 


JOVII0Y 


Hammermill Paper Company, ‘ 
1459 East Lake Road, Erie, Pennsylvania 
FREE—Cockletone Bond 
Portfolio and sample book. 


or write on, your business 
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Dandy Names Yambert 


The J. L. Dandy Co., Los An- 
named _ the 
Ralph Yambert Organization, Hol- 
its advertis- 


geles builder, has 


lywood, to handle 


Harper Nofes High 


ing. The proposed schedule “Poster Readership 


include direct mail, 
and outdoor posters. 


Covington to Metcalf 


Henry Covington, 
copywriter with Warwick & Leg- 
ler, New York, has been named 
copy chief of the George T. 
Metcalf Co., Providence, R. I. 


Opens Frisco Office 

A. M. Rothenberg Associates, 
Los Angeles, publishers’ 
sentative, has opened an office in 
San Francisco at 1085 Monadnock 
building. 


Two Join Geyer 

Ray Connors, formerly with 
Carl Byoir & Associates, New 
York, and William T. Maslowe, 
formerly with J. Walter Thompson 
Co., Chicago, have joined the pub- 
lic relations department of Geyer, 
Newell & Ganger, New York. 


formerly a) 


repre- | 


HUNGRY’ 
MILLIONS: 


Eager to Buy © 
YOUR BRANDS! — 


. 


= 


Push up sales in the huge NAS- 
Land market, where you now have 
product distribution. Provide 
point-of-sale power by backing 
your local dealer with advertising 
in the local paper... the only one 
read intensively by his customers. 
You'll get better dealer relations 
... better display for your mer- 
chandise. Test for yourself the 
proved sales-stimulating value of 


HOMETOWN NEWSPAPER 
advertising...increase yourdealer’s 
sales and get your brands on top! 


(ts Easy a8 WAS./ 


Use 5 or 5000 of these smaller 
newspapers. ..circulation-tailored 
to fit your needs...the simple quick 
NAS way. Advertise your products 
in the ‘‘Home Papers’’ and make 
every publisher a sales represen- 
tative...every dealer a distributor! 


“Localize” for effective © 
selling action and watch 

your distribution spread 

beyond present boundaries! 

Write today for details! A |] 
NEWSPAPER 
ADVERTISING 
SERVICE, Inc. 


222 N MICHIGAN « CHICAGO 1 


newspapers. 


in Philadelphia 


Interviews with 4,798 


Rank Ballantine, Ford 


and Coca-Cola First 


New Yorx—Marion Harper Sr. 
of Marion Harper Associates, re- 
search organization, revealed to 
AA last week what he called the 
“first reliable data on the extent 
of observation of 24-sheet poster 
advertising for a large sample of 
the population of a major mar- 
ket.” 

First quarterly summary of 
Harper Posteratings monthly re- 
ports, the data are based on nine 
samples totaling 4,798 Philadel- 
phia residents, and cover 97 dif- 
ferent poster showings during 
April, May and June. 
views, equally divided between 
men and women, were taken in 
the home. 

Fifty per 


| 
| 


cent or more of all 
the posters put up immediately 
before any of the interviewing 
periods, Mr. Harper showed, were 
remembered by 54% of men and 
44% of women. 
and 9% of women said they had 
seen none of them. 

The figures reported, he em- 
phasized, are net percentages aft- 
er eliminating “all confused re- 


factor.” 


Intensity Alone Not Enough 
The survey indicates, Mr. Har- 


‘the number of panels in a show- 
Ing, exercises an important influ- 
/ence on observation measurement. 
|But intensity alone apparently 
will not assure high observation.” 
The median observation meas- 


| urement reported by men for all| organization will conduct in| lic 
| full or No. 100 intensity showings | Philadelphia more than 18,000 
was 63%; for 50 intensity, 49%.|home interviews, which are ex-| McKeown Organization, Chicago | 
public relations firm. At one time | 
|she was assistant program direc- | 


The highest measurement _re- 
_ported for any single showing was 
| 79% by men and 78% by women. 


The inter- | 


Only 7% of men | 


spondents by use of a corrective 


| 


| 


} 
| 


| 
| 


per explained, that “intensity, or | 


| 
| 


| Although he would not divulge | 


‘the observation “rank” of post- 
ers in these periods, he indicated 
| that the leaders—all with about 
75% or more observation—were 
for Ballantine beer and Ford cars 
(both J. Walter Thompson Co.) 
and Coca-Cola (D’Arcy Advertis- 
ing Co.). 


consists of 66 regular and 50 illu- 
minated posters; a No. 50 show- 


(As a confusion detector the 


Harper interviewers showed 
|phony posters for two phony 
|products each month. These six 


|had a median “observation” of 
'9.43% in the first quarter. The 


In Philadelphia a full showing | 


| 
| 
| 
| 
| 


| 
| 


chosen by al random sample by Fritz Publications, Chicago. 
'method—are interviewed  three| The appointment is effective 
times a month to compensate for | Sept. 1. 


ing, 33 regular and 25 illuminated. | 


_of the month’s posters every five | Mr. National Advertiser: 
Here’s the Perfect Tie-In for You! 


|false posters were worked out. 


| with some care by Mr. Harper, 
_Joel Martin, his assistant, and an 
| artist.) 


45 in Philadelphia 


This continuing study covers all 
|national and regional poster ad- 
|vertisers in Philadelphia, their 


45. 


Economy Theme in Ads 


| tute, New York, will feature the) 


| During the quarter there were | 


/ nine different showings of gaso- | 


‘line and oil posters there. Little 
| difference in observation was 
noted between the car owners and 
operators, on the one hand, and 
all men interviewed. 
est rated of these showings rated 
69% among “all men” and 74% 
among car owners or operators, 
and the median measurements for 
the two groups were respectively 
53 and 51%. 


| Day. 
The ads will appear during 
September, October, November 


The high-| 


| consumers. 


Jackson Named V.P. 


Highest observation by the to-| 


| tal sample, 78%, was for a food 


|average number currently being | Home Journal, McCall’s, The Sat- 


> CR 
eo} ; 
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© cant beat = 


BALLANTINE 


MESBEER 


HIGH IN PHILADELPHIA—This Ballantine ale and beer poster, prepared by 

J. Walter Thompson Co., had one of the three highest observation ratings in 

the Philadelphia outdoor study conducted by Marion Harper Associates during 
April, May and June. 
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HARDLY AUTHENTIC—Marion Harper Associates, to test the reliability of 

recall in its Philadelphia test of outdoor poster readership, included these two 

phony posters among real ones shown to Philadelphians interviewed. These 
and four other false posters had a median “observation” of 9.43%. 


poster. Highest observation Appoints Betsy Plank 
among men alone, 80%, was for | 
an automobile poster with an in- 
tensity of 150. Women rated this 
poster 71%. 

In the first year, the Harper 


relations 


pected to provide data on more 
than 400 posters’ showings. 
Marion Harper Associates under- 
writes the cost of Posteratings re- | 
ports. These are offered to adver- 
tisers and agencies on an annual 
subscription basis. Mr. Harper 
would not reveal the names of 
present subscribers. But he men- 
tioned that the service already is 
in the black. 

At least 500 Philadelphians— 


tor of Station KQV, Pittsburgh. 


Fritz Appoints Porter 


Metallurgical Engineering 
Chemical Engineering), 


lishing Co., 


“memory loss,’ Mr. Harper ex- 


Betsy Ann Plank, who directed 
the radio activities for the 1948| Briardale grocery stores 
Red Cross fund and the Freedom | state. 

Train, has been named assistant | 
account executive, handling pub-| 
for the American 
|Library Association, of Mitchell) 


Richard W. Porter, formerly on. 
the editorial staff of Chemical & 
(now 
pub- 
lished by the McGraw-Hill Pub- 
has been appointed 
editorial director of the Paper In- 
dustry & Paper World, published 
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Color Recipes 
Offered Readers 
by Boston Varnish 


Boston—Starting in October, 
the ladies who wish to duplicat« 
the color scheme of a room illus 
trated in one of the shelter book 
need only trot over to their loca 
Boston Varnish Co. dealer anc 
get a Kyanize color recipe for the 
job. 

Knowing that the readership of 
|articles on room color schemes is 

high, and having discovered that 
| readers often have trouble in find- 
| ing the right colors to duplicate a 
|particular room decor, the com- 
|pany has decided to provide the 
/recipes on a monthly basis. 

| Kyanize dealers will be pro- 
|vided with a supply of envelopes 
| containing individual color recipes 
|for selected feature rooms which 
| appeared in magazines during the 
/month. The recipes give specific 
instructions for matching the room 
colors using Kyanize paints. 

The company will promote the 
new service with, both four-color 
and black-and-white ads in Amer- 
ican Home, Better Homes & Gar- 
dens, Country Gentleman, House 
Beautiful, Household, Ladies’ 
Home Journal, Mademoiselle’s 
Living and Small Homes Guide. 

In addition, dealer kits, contain- 
ing a three-piece window streamer 
set, window and counter cards, 
mats and mailing pieces have 
been prepared by Bennett, Wal- 
ther & Menadier, the Boston Var- 
nish Co. agency. 


Names Hirschauer 


Raymond T. Hirschauer, for- 
merly with the Des Moines branch 
of A&P, has been appointed ad- 
vertising and _ sales promotion 
manager of the Grocers Wholesale 
Co-op, Inc., Des Moines, which is 
headquarters for more than 700 
in the 


® 


Mish igsthastciite 
z. tS #. . act ee 


Frozen food sales have 
now reached 5 pounds 
per capita. 


+ 
(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


plained. In its monthly poster | 
changes, General Outdoor Adver- | 
tising Company puts up one-sixth | 


days. 
Can Institute Resumes 


The Can Manufacturers Insti- 


economy of canned foods in fall | 
ads to be renewed in The Ameri-,| 
can Weekly and extended to Bet- | 
ter Homes & Gardens, Ladies’ 


urday Evening Post and Woman’s 


and December and will feature 
recipes for dishes shown in the) 
ads. Copies of a leaflet, “Canned 
Foods Menu Maker,” containing 
meal suggestions composed of 
canned foods, are offered free to, 
The agency is Ben-| 
ton & Bowles, New York. 


to double use! 


Hub Jackson, account executive, | 
has been named a vice-president 
of Russel M. Seeds Co., Chicago. | 


What could be more effective (and more economical) than a 
color blow-up of your four-color national ad right at the 
point of sale ? It's the perfect dealer-consumer tie-in! 


Get our FREE Color-Blow-up Packet and see actual examples 
yourself. You'll be amazed, too, at the low prices for the 
printing. Write today! Or ‘phone STate 2-5977. 


r Cc € ¢ rapid copy service 


123 N. Wacker Drive + Chicago 6 


We're ready to make these attractive 
blow-ups for you, in any quantity, from 
color proofs of the ad itself—and we'll 
match color for color. You'll be putting 
the national advertising dollar you spend 
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Supersalesman 
Joe Louis Pushes 
Joe Louis Punch 


(Continued from Page 1) 


months of the year touring as a 
good will ambassador for Joe 
Louis Punch. He is a member of 
the company’s board of directors. 

Next overseas market to be 
tackled by the corporation, which 
now distributes its products in 
Trinidad, Nassau, and San Juan 
(where a new bottling plant is 
under construction), and the Dutch 
West Indies, is Amsterdam. 

This summer, the first full sea- 
son for All-American, sales have 
averaged $35,000 monthly. Among 
the best customers are the small 
fry, who are attracted to the deal- 
ers’ stores by Joe Louis Punch 
buttons, bicycle stickers and box- 
ing gloves. 


Bottle Is Interchangeable 


Only four of the company’s bot- 
tlers are Negroes. There are no 
breakdowns available on_ sales, 
but a survey taken in Washington 
a few months after the new drink 
went on the shelves following a 
campaign aimed chiefly at Negro 
customers, showed 40% of the 
sales in predominantly white 
areas. 

Best sales records have been 
chalked up in Chicago, Baltimore, 
Washington, Birmingham and Lit- 
tle Rock. Cleveland, Youngstown 
and St. Louis all show strong 
gains. 

A big lure to bottlers is the in- 
terchangeable 10-ounce bottle, la- 
beled Joe Louis beverages, which 
may be used for all drinks except 
the punch. This is sold in a 
7-ounce bottle. The flavors, straw- 
berry, orange, root beer, etc., are 
identified merely by the bottle 
cap. | 

Advertising expenditures for 
the company this year are ex- 
pected to hit $150,000. This sum, 


most of which promotes the punch, 
will be spent direct. 

All-American Corp., incorpo- 
rated on a capital of $500,000, has | 
turned down several offers for 
refinancing. 

Mr. Graham, who considers the 
company’s rapid growth “just 
plain lucky,” expects to sign a. 
network radio show next year. 


Spanish Copywriters 
Elect New Officers 


Dario De La Garza, advertising 
manager of Sterling Products In- 
ternational, has been elected 
president of the Spanish Copy- 
writers Association of New York 
for 1948-9. Other officers elected 
ire: Jose Asensio, Spanish Tech- 
nical Translation Bureau, vice- 
president; Mary Mercelis, director 
f the translation department, 
Young & Rubicam, general secre- 
tary; Eduardo Martinez, account 
executive, Dorland International, 
recording secretary. 

Others are: Cesar Rodriguez, 
editor, National Paper & Type Co., 
comptroller; Jose C. Marrero, U.S. 
Vitamin Corp., treasurer; Celita 
Martinez De Barbieri, owner of 
the Celita jewelry shop, public 
relations; Leandro Salon, editor- 
in-chief, United Press, Latin- 
American division, foreign pub- 
licity, and Evaristo Corredor, di- 
-ector, Spanish Language Center 
New York, U. S. publicity. 


{oehring Names Conway 


John S. Conway has been ap- 


pointed general sales manager of 
<oehring Co., Milwaukee, suc-| 
seeding J. F. Robbins, who has) 
yeen named president and general 
manager of the Capitol Equipment 
Co., Harrisburg, Pa., a Koehring | 
distributor. John E. Chadwick | 
has been named assistant sales | 
manager and R. E. Stewart, ex-) 
port sales manager of Koehring. 


ae + > + * 


Kamin Appoints 3 | 

Paul Anthony, with the Dallas 
News before joining Kamin Ad- 
vertising Agency in 1947, has! 
been named director of visual 
media for the Houston agency. 
Mrs. Deede Van Pulliam, in pub-| Ff 
lic relations work in Washington | ff 
previously, has been named radio} 
director, and Richard Mohr, for-| 
merly with Irwin-McHugh Adver- | 
tising Agency, Hollywood, has| 
been named production manager 
for Kamin. 


Wettlin Leaves Rexall 


Marguerite S. Wettlin has re- 
signed from the Rexall Drug Co., 
Los Angeles, where she has been 
editor of the “Rexall Magazine,” 
a publication for consumers, for 
the past 17 years. She will enter 
the free-lance writing field. 


Appoints Grimm Agency 


Publishers’ Development Corp., 


In 1947 the eight mountain states served by 
The Western Farm Life ranked First in 
Sugar Beet Production * Potato Production 
Mutton and Wool * Average Cash Income 

At the same tume the “Sure-Crop Area” ranked 

Second* in Cattle Production and Hay Harvested 

For general purpose and specialized farm ma- 

chinery and supplies, this “Sure-Crop Area” is 

your number one farm sales market. 
* Also Third in Wheat Production 

The statistics behind these ratings appeared in 

previous ads in this series and are available _— 

request. Address Western Farm Life, Dept. A 


THE WESTERN FARM LIFE is one of the 
Nation’s leading Farm and Livestock publica- 
tions. In the 8 Mountain States: first in Circu- 
lation; first in Advertising Linage; first in 
Reader Service. 


The Westone Farum Life 


Chicag h ed. Willi K ES DENVER, (COLORADO i 
icago, has nam illiam K. 2 tonal 
Grimm Agency, Chicago, to han- Nat ntative: THE KATZ AGENCY, Inc. - 


dle the advertising and public re- ot) aan New Schanis 4 Chicago * Detroit * Atlanta © Dallas “Kansas City 
lations for its circulation manage- are San Francisco ¢ Los Angeles 
ment division. 


Ask the man who owns one 


“THE WESTERN 
“FARM LIFE 


“ LIFE—Circulation 131,592 
(Dec. 15, 1947). Total Farms 
in “The Sure-Crop Area” 
163,098. 


and ask the man who’s used one 


Youll say ‘Great’ 


twenty Pras aminulel — >» 


with windows ap. No more nerve 
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YES, JUST AS IT MAKES SENSE to ask the man who owns a Packard, ome ar ore oot fie Trath lear -shests | Teateshectes & 


it also makes sense to ask the advertiser who has used Reilly ell the truth. Tear-sheets elt the jvell ithe: trut! 
PLASTICTYPES. Not only Packard, but hundreds of other leading national amr hs Ye eng oad ag e truth, Sears |trut tell the 
advertisers can tell you that this finer, lighter plate means cleaner, more the truth , Tear -she Te 
uniform reproduction—even in a long list of newspapers, where a tell the truth TEA R-SHEETS 
ari ; ti : iti >xis truth. Tear- 
variety of production conditions exist. a. res -5 tell the truth 
he truth 


Reilly pLasticryres are the high fidelity plastic plates—the result of Reilly Electrotype Company 


ear-sh 
over six years of experience in making fine plastic plates. If you haven't ell th 305 East 45th Street 
looked into the advantages of Reilly pLasticrypes, you're due for some Ana New York 17, N. Y. 


surprises. Just mail the coupon right now. he trj Mail me a sample Plastictype, and 
 t & tear-sheets. 
uth [1 Have a representative call to give 
THE HIGH FIDELITY PLASTIC PLATES Ene. me full details 
ear- 
Name 


he trut Company 


Reilly Plastictypes 223. 


Dept. A. A. 


REILLY ELECTROTYPE COMPANY ear-sheets tell the 
li the truth, Tear-sh e trutl 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 uth. Tear-sheets tell the truth. Soas- truths. Taare 
eets tell the truth. Tear-sheets tell|sheets tell t 
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Declining Profits 
Swing NAMP Aim 
fo Paper Cost 


(Continued from Page 1) 


basis of NAMP'’s efforts to alle-— 
viate one of publishing’s worst 
headaches: the rising: cost of pa- | 
per. 

As a pilot study, NAMP had 
reports on five of the largest 
magazine publishers in the coun- | 
try. They showed the publishing 
squeeze: record income, matched 
with spiralling costs which have 
seriously vitiated profit. 


Profits Soar 


No small part of the picture is 
paper cost. Informal studies of 
the five publishers showed that 
postal costs (on which the maga- 
zine world has spent many a wor- 
ried hour, with and without con- 
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Comparison of Revenue 
Average 1935-1959 


and Profit Before Taxes 
and Years 1945-1948 


Based on Actus] Figures Obtained From Five Larger Circulation Magazines 
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1948 Figures Estimated 


average about 5%; 
paper costs are 25-30%. 

What bothers the _ publishers 
most of ali is the profit picture 
for the paper companies, which 
currently are whirling along at a 
rate undreamed-of in prewar 
days. 

Merrill Lynch, Pierce, Fenner & 
Beane prepared an analysis of the 
paper industry in May, 1948. 
Since that time, earnings for pa- 
per companies in the first six 
months indicate that 1948 will be 
substantially better than 1947, the 
year for which these figures hold. 

It should be emphasized, a 
magazine spokesman said, that 
publishers realize that the record 
profits recorded by paper com- 
panies have not come from maga- 
zines alone. Many of the paper 
companies have switched to multi- 
wall bag production and to kraft 
paper production, and these have 
swelled their earnings figures. 


Capacity Triples 


The giant of the paper industry 
is International Paper. In 1947, 
its net earnings (round figures) 
were $42,400,000; 1946, $31,200,- 
000; 1945, $8,500,000; 1941, $16,- 
300,000; 1938, $100,000; 1937, $9,- 
100,000; 1932, deficit $10,000,000. 

Crown - Zellerbach, generally 


Paper 


conceded to be second in the in- 
dustry, rose from 1932 net earn- 


ings of $1,500,000 to $8,900,000 in | 


1941, and to $15,100,000 for the 
year ended April 30, 1947. 


During these years, the operat- | 


ing ratio, percentagewise, of the 
industry rose from 58.1% in 1932 
to 100% in 1947; further, the scope 
of the industry was tremendously 
expanded. 


Since 1914, capacity has been | 


more than trebled in the U. S. 
and production boosted four-fold. 


Since 1939, the U. S. industry has | 


boosted output 55%—and seen its 


value increase from $2 billion to} 


$5.5 billion in 1947. 

Also, per capita consumption of 
paper in the U. S. has gone up 
consistently. Book paper—on 
which magazines are printed—has 
been increased per capita from 
17.2 lbs. 
wood papers) in 1920 to 31.1 lbs. 
in 1947. Total per capita con- 
sumption of all kinds of paper 
crossed the 100-lb. mark in 1912, 
the 150-lb. mark in 1923, 200 in 
1927, 250 in 1940, 300 in 1941, and 


reached a record 350 lbs. per per-— 


son in 1947. 


But what makes great reading | 


in an investment prospectus or in 
the annual report of a paper com- 
pany causes no cheer whatever 


(not including ground- | 


” 
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PAPER CONSUMPTION PER CAPITA 


(IN POUNDS) 
Wrapping 
Newsprint Book (a) Fine Paper Tissue P2perboar:! 
1920 41.5 17.2 7.4 18.9 3.7 42.8 
| 1929 62.8 24.2 10.2 26.1 6.4 72.4 
| 1932 45.5 14.9 6.9 19.7 5.7 52.4 
1937 66.2 23.5 9.0 31.5 8.3 89.1 
1938 47.6 20.0 7.9 28.4 8.4 77.5 
/1941 59.9 30.3 13.7 40.8 13.5 125.6 
(1944 46.8 21.0 13.3 36.9 14.0 131.1 
1946 60.4 27.6 15.1 42.2 14.3 133.4 
1947 (b) 66.9 31.1 17.3 45.0 16.5 146.6 


a—Does not include groundwood papers. 


b—Indicated rate. 


Study by Merrill Lynch, Pierce, Fenner & Beane. 


| in publishing circles. 

Based on NAMP’s study of five 
‘larger circulation publishers, the 
|rise in the cost of paper has been 
a dramatic factor in their present 
| profit-less prosperity. 


| Revenue Up, Profit Down 


| These publishers averaged reve- 
nue of $14,224,000 a year in the 
| 1935-39 base period; profit before 
taxes was $1,408,000. In 1945, 
|high-water mark of publishing 
profits, revenue was $37,934,000 
and profit before taxes was $11,- 
| 280,000. Projected for 1948, rev- 
enue will hit a record $44,247,000, 
but profit will be $4,258,000. These 


the net earnings figures used for 
paper companies. 

In computing paper cost, the 
|publishers have switched from 
|weight (the customary scale) to 
|include as well billion square 
|inches of paper used—in order to 
account properly for the lighter 
| papers universally used during the 
"war. 

The 1935-39 average for the five 
|publishers shows that paper cost 
/per billion square inches was $5,- 
| 088; 
| 1946, cost was $6,391, net profit, 
$3,242; in 1948, projected, cost 
| will be $7,927 and net profit $1,- 
/946. Thus the ratio of profit to 
paper cost has slipped from 
‘around 50% to about 25%. 


More Statistics Coming 


On a tonnage basis, the differ- 
ence is even more striking. The 
1935-39 average paper cost per ton 
for the five publishers was $89; 
their average net profit was $36. 
| By 1946, paper cost was $133; net 
profit was $67 (compared to $126 
‘and $69 in 1945). In 1948, paper 


are profit before taxes figures, not, 


net profit was $2,054. In| 


cost will be $165 a ton (project- 
ed); net profit $40 (projected). 

In all cases, these statistics are 

arrived at for 1948 by projecting 
| the actual figures for the first half 
|of 1948 on the assumption that the 
| first half will bear the same rela- 
‘tion to the full year as the first 
‘half of 1947 did to the full 1947 
figures. However, figures for 1948 
|for paper costs are projected on 
‘first half averages, and thus have 
/no provision for any price in- 
| creases. 
By the time the NAMP as- 
'sembles for its fall meeting in 
| Spring Lake, N. J., Sept. 13-14, it 
|is expected that a summary of the 
|association’s paper committee 
| findings—and the results of the 
| poll of its members—will be com- 
|plete and presented to the group. 
This committee, headed by 
|A. L. Cole, chairman of Reader’s 
| Digest, has already been engaged 
|in informal conversations with pa- 
per manufacturers in which the 
‘facts of the publishing squeeze 
were discussed. 


Terry Adds Duties 


Hugh B. Terry, station manager 
of KLZ, Denver, also has been 
elected secretary-treasurer and di- 
‘rector of the KLZ Broadcasting 
Co. 


| 


Appoints Anastasia 

| <A. A. Anastasia has been named 
|advertising manager of the south- 
west edition of the Wall Street 
Journal, Dallas, succeeding I. B. 
|'Hveistand, who has resigned. 


To French & Preston 

Arnold & Aborn, New York, 
has appointed French & Preston, 
| New York, to handle advertising 
| for Aborn’s coffee and tea. 


| 
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Judge Holds War 


Surplus Liable 
o Fair Trade Acts 


New York — Sterling Drug an- 
nounced last week the decision of 
Judge Thomas M. Foley, of the 
Superior Court of California, sit- 
ting in San Francisco, which ex- 
tends fair trade laws to the resale 
of war surplus trademarked goods 
bought from the War Assets Ad- 
ministration. 

The decision, handed down Aug. 
12, granted to Sterling an injunc- 
tion restraining Benatar’s Cut 
Rate Stores, San Francisco, from 
further violations of the com- 
pany’s fair trade contracts on Dr. 
Lyon’s tooth powder. 

Benatar had contended that 
war surplus merchandise did not 
come within the fair trade con- 
tract, and that war surplus goods 
had a distinct character in the 
public mind “depreciated in value 
and sold only at less than regular 
prices,” and that fair trade rights 
would frustrate savings to con- 
sumers intended by the federal 
act. 

The judge noted that decisions 
of the federal Supreme Court and 


EVERYBODY GETS THIRSTY! 


That’s what keeps this billion 
dollar industry flourishing in good 
times or bad! To sell the soft 
drink bottlers of America, use 
National Bottlers’ Gazette. It’s 
been the industry’s number one 
salesman since 1882 .. . first in 
A.B.C. paid circulation, first in 
advertising volume, first in edi- 
torial coverage. Keller Publishing 
Company, 80 Broad Street, New 
York 4, N. Y. Detroit: Penobscot 
Building. Pacific Coast: 714 West 
Olmpic Blvd., Los Angeles. 


a ff “ya 


RELEASES NEW SALES TOOLS—Waring Products Corp., New York, is making 
these new four-color counter cards available to dealers handling the Waring 
Deluxe Blendor and Triple-purpose steam iron. The Blendor card is die-cut to fit 


around the unit, and the other is an 
the 


easel-backed piece for the display of 
iron. 


California courts show that the 
rights of fair trade acts “relate 
not so much to the sales of com- 


medities per se as to protection | 


of the good will symbolized by 
trademarks, brands and names 
. rather than sanctioning the 
fixing of prices on commodities 
as such, the statute affords pro- 
tection against injury to the value 
of trademarks, brands or names 
identifying commodities.” 


Package Was Different 


He dismissed the contentions as 
to value of the merchandise, not- 
ing that Benatar had advertised 
the war surplus tooth powder as 
“guaranteed to be in manufac- 
turer’s original package and in 
100% perfect condition.” He 
noted that the defendant made 
no claim that the merchandise 
was damaged or deteriorated in 
quality in advertising. 

Benatar had been selling the 
tooth powder in two stores in San 
Francisco, priced at 29 cents for 
the “50-cent size” package, com- 
pared to the fair trade minimum 
of 39 cents. 

The war surplus package dif- 
fered in slight details from the 
Dr. Lyon’s package now being 
used. It was lighter blue in color, 
had no outer cardboard con- 
tainer, the cap was different in 


CHICAGO 


color and the lettering was dif- 
ferent. Judge Foley noted that 
“the ‘war surplus’ can carried the 
plaintiff’s trademark and_ the 
quantity of tooth powder in each 
case was the same.” 

Benatar had argued that it was | 
discriminated against -by Sterling, 
and that other merchants were | 
permitted to cut prices without 
litigation. 

“The facts were otherwise,” 
Judge Foley found, “in all cases 
in which it was called to plain- 
tiff’s attention that a retailer was | 
selling its product, ‘war surplus’ 
or not, plaintiff exhibited reason- 
able zeal in notifying such retailer 
to desist. It is not incumbent 
upon plaintiff to sue all violators.” 


Many Were Worried 


The sale of trademarked goods 
by WAA has long been a thorn 
in the flesh of national advertis- 
ers. Bristol-Myers Company had 
protested the sale of Ipana and 
Vitalis through WAA, and had 
been indignant because it was not 
permitted to repurchase damaged 
items directly from WAA. 

George S. McMillan, then sec- 
retary of the company, told the 
Slaughter investigating committee 
(AA, Oct. 28, 1946) that his com- 
pany had been forced to spend 
'more than $125,000 since the war 
ended in buying back damaged 
goods sold through WAA to 
dealers rather than let it reach 
the public. 

He said WAA practice was “a 
serious threat to our good will.” 

At last report, Benatar had no 
intention of appealing from Judge 
Foley’s decision, both parties hav- 
ing previously agreed to abide by 
the findings of the superior court. 

It is the only one of Sterling’s 
pending fair trade enforcement 
cases to involve war assets. Among 
other fair trade suits pending, the 
mest notable is one against Webb 
city, a $12,000,000-volume re- 
tailer in St. Petersburg, Fla. In 
that case, Sterling is suing jointly 
with Weco Products Corp., Phar- 
ma-Craft Corp. and 12 drug stores 
and one grocer. 


‘TBA Names Kintner 


Robert E. Kintner, executive 
vice-president of American Broad- 
casting Co., has been elected a di- 
rector of the Television Broad- 
casters Association, New York. He 
succeeds F. J. Ringley, formerly 
of Philco Corp., now chief tele- 
vision engineer of the Bamberger 
Broadcasting Service (WOR, New 
York). 


Appoints Stanfield 
Smith-Barregar Ltd., Vancou- 
ver, B. C., maker of household and 
automobile chemical products, has 
appointed Harold F. Stanfield 
Ltd., Vancouver, to handle its ad- 
| vertising. 


Denver U. Signs 
to Operate Two 


Colorado Stations 
DENVER — The University of 
Denver believes in practicing 


what it teaches. 

It teaches small market radio 
station operations and has stuck 
| its neck out, as R. Russell Por- 


| ter, coordinator of radio, puts it, | 


by taking over management of 
|two privately-owned radio sta- 
‘tions to operate them for profit. 


The stations are the 1,000-watt | 


‘KSFT, Trinidad, Colo. and 
KOKO, La Junta, Colo., a 250- 
watter. The stations are owned 
by Trinidad Broadcasting Co. and 


Southwest Broadcasting Co., | 


'which have stock- 


holdings. 


interlocking 


Under the contract, which the) 


FCC has been asked to approve, 
‘Burton Harrison, University of 
|Denver radio instructor and for- 
/mer assistant manager of KTSW, 


|Emporia, Kan., will become full- | 


‘time manager of both stations, 


| basing his operation at Trinidad | 
'and employing an assistant at La) 


Junta. 


Typically ‘Small Market’ 
“The two stations,” 
Potter, “are typical small market 
stations—precisely the sort of op- 
erations our university program is 
designed to cover. The simple 
fact is that we are sticking our 
necks out to say that if we are 
capable of teaching small mar- 


kets radio station operations we | 
such | 


are capable of managing 
stations. 

“We are operating on purely 
a professional basis. 
agement will 
professional basis and so will pro- 
gramming, the technical staff and 
|advertising and marketing. 


“Students who do field work | 


in the stations will not be paid 


directly and the station’s person- | 


|nel who teach will not be paid 
directly. We figure that the time 


taken out by the professional staff | 
instruct the students will be) 
compensated by the work the stu- | 


to 


dents do. Therefore the students 
will not actually replace profes- 
sional personnel. 

“The management contract pro- 
vides no tax exemption on the 
basis of operation by a non-profit 
organization.” 


Seek National Accounts 


Mr. Porter said that little na- 
tional advertising has been placed 
on the stations recently and that 
one of the objectives of the uni- 
versity management wili be to 
augment this business. The pres- 
ent national representatives will 
be maintained, he said. 

Students will be sent in groups 
of four to five to the stations for 
13 weeks or one quarter of field 
work. Trinidad is approximately 
25 miles from Denver and La 
Junta is 60 miles from Trinidad. 

Actual field work of the stu- 
dents will cover the entire station 
operation, said Porter, including 
market analysis, merchandising, 
copy writing, as well as program- 
ming and mechanical operations. 


‘Richfield Reporter’ 
Moves to ABC 


“The Richfield Reporter,” which 
has been a Pacific Coast news 
program for the past 18 years, 
has moved over to the full coast 
network of the American Broad- 
casting Co. The deal is claimed 
to be the largest contract for sta- 
tions and time in coast history. 
In its announcement advertising 
of the switch, ABC gives “guar- 
anteed time” as one of the rea- 
sons, indicating that the temporary 
loss of the traditional 10 o’clock 
time when California went on 
daylight saving time last spring 
was a factor in the change from 
NBC. The agency is Hixson & 
Jorgensen, Inc. 


‘Guardsman’ Names 


Space Representatives 


The National Guardsman, Wash- 
ington, D. C., official publication 
of the National Guard Association 
of the United States, has com- 
pleted its sales coverage of the 
eastern and midwestern states 
and appointed the Fred Wright 
Co., St. Louis, and Harold W. 
Haskett, Chicago, as space repre- 
sentatives. 

L. J. Dillon Co., New York, 
has been signed to handle the New 
York and New England represen- 
tation and the southeastern terri- 
tory will be covered directly from 
the Washington office. Robert F. 
Cocklin, advertising director of 
the magazine, expects the first 
contracts to be signed in time for 
publication of advertising before 
the first of the year. 


Casler Heads Export 


Howard E. Casler, acting export 
manager, has been named export 
manager of Chesebrough Mfg. Co., 
Consolidated, New York, manu- 


|facturer of Vaseline brand prod- 


ucts. 


says Mr} 
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Ask the represent- 
ative of any Wis- 
consin hometown 
daily to show you 
the fact-packed 100-page 
“Readership Study of 3 
Typical Wisconsin Home- 
town Dailies” — or write 
for your copy. 


It shows that because 
of higher readership these 
papers actually give you 
more readers — more buy- 
ing power per advertising 
dollar —in the rich, stable 
hometown markets of 
Wisconsin, 


3 out of 4 Wisconsin families live outside 
Milwaukee county. You reach nearly 
80% of them thru the better-read .. . 


212 Fourth St., Racine, Wisconsin 
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refrigerator, home freezer or some 
other major appliance. One week’s 
prize for the winter will be 
enough electric blankets for every 
bed in the home. These gifts, to- 
gether with less expensive ones 
given to listeners whose charades 
‘are used on the air, make the 
ishow one of television’s leading 
giveaways. 


Whelan Drug May 
Extend Television 
Coverage Soon 


NEw York— Whelan Drug Stores Uses Substitutes 
Co., which bowed out as a user 
of network radio in 1937, is so| When studying the television 
well pleased with the results of experiences of other advertisers 
“Charade Quiz” over WABD (Du-| Preparatory to entering the me- 
Mont) that the telecast may be |dium, Whelan decided film com- 
carried over an East Coast net- | mercials were preferable. How- 
work this fall. |ever, after one live ad-lib style 

Stanton Fisher, advertising|amnouncement on cosmetics by 
manager, is most impressed by | Whelan’s shopper, “Peggy Walk- 
the program’s effect on store traf- | er,” the advertising executives re- 
fic. The number of replies re-| versed their decision. 
ceived to the “at home” charade,| “We believe that the spontane- 
which must be mailed on a card ity from a live, well-integrated 
obtained from a Whelan store,|commercial more than compen- 
sizable on the first week’s telecast, sates for the risks involved,” Mr. 
has quadrupled in less than two/| Fisher said. Mr. Fisher has de- 
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ARMOUR PUPPY WANTS A NAME—This copy will appear in full color in comic sections of 78 leading newspapers from 
Sept. 19 to Oct. 17 during a Dash dog food contest sponsored by Armour & Co., Chicago. Armour will provide color repro. 
ductions of the ad for point-of-sale promotion of the "Name the Puppy" contest, and full-color announcement copy will appear 


months. 
Winners of the home competi- 
tion are awarded a General Elec- 


tric automatic washing machine, | work while being demonstrated | 


Flip up this tiny metal tab and 
it breaks off. Under it appears 
the word “OPENED”. 


It is the farmer's “seal of ap- 
proval”...a clasp that binds the 
knot on every bag of certified 
seed he buys. It marks the grower 
as a far-sighted businessman who 
grows superior seed and sells it 
to the cream of the farm market. 


It 1s very likely too, that this 
grower of “padlocked” seed 
is one of the Influential Million 
farmers in our nation today —a 
member of the American Farm 
Bureau Federation. For in this 
group are the rural leaders of 
America...the farm people who 
influence the buying of their 
neighbors, their community and 
their nation. Reach this power- 
ful following through their own 
publication... 


The Hation's 


AGRICULTURE 


OFFICIAL PUBLICATION FOR 


1,358,810 


FARM FAMILIES OF THE 


AMERICAN FARM BUREAU FEDERATION 
109 North Wabash Ave., Chicago, Ill. 


vised his own method for avoiding 
one of these “risks”— that of hav- 
ing a gadget inexplicably fail to 


\for the camera. When Miss Wal- 
|ker, an anonymous actress who 
|wears a mask on the program, 
exhibits a refill for the Universal 
ball point pen, for example, the 
/camera turns to the hands of an- 
|other actress for a how-it-works 
iclose up. This division of re- 
|sponsibility is used on all selling 
|messages for the simplest mechan- 
ical devices. 


Cigaret Maker Fears Cough 


Radio has required an an- 
nouncer to sound as though the 
sponsor’s product—if food—is in 
'the class with nectar; television is 
even more exacting, he must eat 
| the product and look as though he 

is in heaven. Master of cere- 
monies Bill Slater’s “eating com- 
|mercials” in the corner drug store 
‘have been quite convincing. 
, One product to be featured on 
|the telecast will, however, re- 
‘quire a return to film. A cigaret 
| maker, plagued with the fear that 
‘the person inhaling the cigaret 
might cough for no reason, in- 
sisted on a filmed spot. 


Whelan, which spends most or | 


its advertising budget on newspa- 
pers, supported by house-to-house 
and point-of-sale promotion, now 


is making preliminary plans for | 


|'the company’s Christmas drive. 
'Cosmetics will receive a_ large 
‘share of attention in this news- 
|paper campaign; last year many 
stores were overstocked with cos- 
metic gift kits. All advertising is 
placed direct. 

Last year’s Yuletide advertising 
|'cost the company about $300,000. 
Over-all advertising expenditures 
for 1948 are running about the 
same as those for 1947, with sales 


/6% ahead. 


Pacific Boiler Drive 
Will Be Expanded 


Plans for an expanded program 
of magazine advertising for Pa- 
cific steel heating boilers during 
the fall months, were disclosed 
by T. F. Gessner, advertising 
manager of Pacific Steel Boiler di- 
vision, United States Radiator 
Corp., Detroit. 

Outstanding features of Pacific 
steel boilers for both commercial 
and residential use will be high- 
lighted in a series of six adver- 
tisements, Mr. Gessner said. The 
ads, five full pages and one half 
page, are scheduled to appear in 
September, October and Novem- 
ber issues of 15 trade and indus- 
trial publications. The advertising 
is handled direct. 


Sets lst National Drive 


in the Sept. 15 issue of The Saturday Evening Post. Grown-ups as well as children are eligible for prizes. 


MARK S. WILDER 


|. Pine Tree Point, N. Y.—Mark 
S. Wilder, 86, for 16 years vice- 
president and a director of Cen- 
‘tral New York Broadcasting 
Corp., died here Aug. 18. 

Mr. Wilder recently had sold 
|his interest in Station WSYR, 
| Syracuse, and had resigned as 
| vice-presidept and a director. He 
'had purchased the station in 1932 
with a son, Col. Harry C. Wilder, 
‘who continues as president. 


JAMES R. COE 

Yakmma, WasH.—James Rich- 
ard Coe, 86, founder of the 
| Yakima Morning Herald and the 
| Yakima Printing Co., died Aug. 
|13. He had retired 20 years ago. 


|LOUIS SHIELDS 
| OKLAHOMA City — Louis 
| Shields, 47, owner of the Shields 
Co., transportation 
company here, died Aug. 18. 


RAY M. DICKINSON 


son, 69, co-founder of the Okla- 
homa Publishing Co., Oklahoma 
_City, died Aug. 17 of a heart at- 
tack at his home here. When the 


advertising | 


ArcapiA, CaLt.—Ray M. Dickin- | 


John Abbink Will 
Head U. S.-Brazil 


Economic Unit 


New York—John Abbink, chair- 
man of the board of McGraw-Hill 
International Corporation, sailed 
to Brazil Aug. 27 aboard the S. S. 
Brazil. 

Mr. Abbink—on leave from Mc- 
Graw-Hill — was recently named 
by President Truman to head the 
American  sec- 
tion of the 
Joint Brazil- 
U. S. Economic 
Commission. 

In his post 
he will carry 
t he personal 
rank of Minis- 
ter, which was 
conferred on 
him to. assist 
/him in carrying 
out his section 


| of the commission’s work. 


John Abbink 


The 
| commission will study Brazilian 
|resources and capacity for eco- 
|nomic development. 

The U. S. section wili 


have a 


| technical staff drawn both from | 


company was founded in 1903 Mr. | 8°vernment and industry. 


Dickinson became advertising 
manager, a post he retained until 


1912. Since then he had continued | 


as a director of the company, pub- 
lisher of the Daily Oklahoman 
and Oklahoma City Times. 


GEORGE HEALEY 


| 


A. E. Healey, 73, former adver- | 


tising manager of the Niagara 
Falls Gazette, died Aug. 21 in 
Hamilton, Ont., following several 
years’ illness. 


L. R. VARNEY 


Cuicaco—L. R. Varney, 53, di- 
_rector of plumbing and heating 
materials advertising for Crane 
Co., died Aug. 21 of a heart attack. 

Mr. Varney, who joined Crane 
Co. 35 years ago, had served in 
the advertising department since 
1926 and had held his present post 
for ten years. He was founder 
and editor of the company’s house 
organ, “The House Durable.” 


‘Names Colton 


Our Children’s World Exposi- 
tions, New York, which will hold 
its first annual national show at 
Grand Central Palace, New York, 
May 16-21, has appointed the 
Wendell P. Colton Co., New York, 
to handle its advertising. 


| 
} 


Switzer’s Licorice Co., St. Louis, Macalister to Schlitz 


through its newly appointed 
agency, Kane Advertising, Bloom- 
ington, Ill., will launch its first 
national consumer campaign in 
October. Magazines, trade publi- 
cations and direct mail will be 


used. 


Richard H. Macalister, formerly 
manager of the G. Heileman 
Brewing Co., has been appointed 


sales director for the western 
United States for Jos. Schlitz 
Brewing Co., Milwaukee. He 


succeeds Walter A. Schlanert. 


NraGarRA FAatis, N. Y.—George | 


| 


| Wide Experience 


Mr. Abbink has previously 
served as an adviser to the U. S. 
|delegation to the International 
| Trade Organization conference in 
|Havana and is vice-chairman of 
the International Chamber of 


Commerce committee on commer- | 
He has served as) 


| cial policy. 
chairman of the National Foreign 
Trade Council. 

Mr. Abbink joined McGraw- 
Hill in 1921 to make a special sur- 
vey, 
Business Publishers International 
Corp. in 1925—the predecessor of 


the present international division. | 
In 1938 he was a delegate from | 
the U. S. to the Third Pan-Ameri- | 


can Highway Congress held in 
Chile. 

He also has been publisher of 
Engineering News-Record and of 
Construction Methods, president 
of BPIC and chairman of the 
board of the international cor- 
poration since Nov. 6, 1947. 


and remained to establish | 


| ‘Denver Post’ Names 3 


Paul H. Schlesselman, on the 
| display advertising staff of the 
| Denver Post, has been appointed 
‘assistant retail advertising man- 
|ager. Lloyd Proctor, classified 
| salesman, has been named to han- 
dle the general advertising of 
‘radios, appliances, household 
equipment, furniture, building 
supplies and office equipment. 
| Jack Michel, classified salesman, 
has been placed in charge of all 
food and drug accounts of the Post 
and is writing the merchandising 
and trade bulletins. 


| Opens Hollywood Office 
| Gourfain-Cobb Advertising 
Agency, Chicago, has opened a 
Hollywood office at 6533 Holly- 


| wood Blvd. Harry A. Gourfain 
| will be in charge of television pro- 
gramming. . 
Appoints Sloan 


| M. Nirenberg Sons, Inc., New 
| York, maker of Lion of Troy 
‘shirts, has appointed William 
Lawrence Sloan Advertising, New 
York, to handle its advertising. 


Our deep rich black 
wins the hearts of 
hard to please buyers 


FINE OFFSET PRINTING & 


Grand 
Telephone Whitehall 5957 


The Veritone Co., 57 W. Ave., Chicago 


Photostats 


FOR ADVERTISING 


410 N. MICHIGAN AVE. 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


111 E. DELAWARE ST. 
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Plans Honey Campaign 


Sioux Honey Association, Sioux 
City, Ia., has plans for a new cam- 
paign stressing the fact 
noney makes cakes, cookies and 
icings keep their 
longer, and featuring recipes call- 


‘Nielsen Figures on Top-Rated Shows 
Week of July 18-24, 1948 | 


that | | cago, will Jaunch a campaign this 


freshness | 


ing for Sioux Bee honey as a} 


vasic ingredient. 


tion will be a full-color half-page | 
id in the October Ladies’ Home| 


Journal. The agency 
Wasey & Co., Chicago. 


Agency Group Elects 
Virgil A. Warren, head of the) 

Spokane advertising agency bear- 

ing his name, has been elected na- | 


tional director of the Affiliated | 4; 
Advertising Agencies Network, a/| 12 
cooperative agency group with 38 . 


member advertising agencies. 


Robert A. Young, San Francisco, | 16 
has been elected national presi-| 7 


dent. 


Devine Joins ‘Coronet’ | 
Edward W. Devine, formerly 
assistant to the publisher of Your | 


Child, official publication of the) 3 


American Dental Association, and | 
previously with the Macfadden | 
Women’s Group, has joined the 
eastern sales staff of Coronet, New 


*K 


owners, store managers, buyers, 


N 


York. 
(TNT 
Ff 


is Erwin, | 


and whata line itis... 240,000 
display men, clerks, and stock 
men... all anxious to read every 
issue of National Grocers Bulle- 
tin cover-to-cover. A recent sur- 


vey of all 60,000 Subscriber- 
Readers shows that approximately 


four people read each copy of the 
Bulletin... 
ence for your advertising! 


what an eager audi- 


_FBI;” Norwich Pharmacal’s 
, Man,” and “Break the Bank.” 


The first inser- | 


_crease on the point scale. 


| shows. 


All figures copyright by A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 


15-60 MINUTE PROGRAMS 


Shows Summer 


Programs Stable 


Cuicaco—Walter Winchell (An- 
drew Jergens Co.), “Crime Pho- 
tographer” (Toni) and “Mr. Dis- 
trict Attorney” (Bristol-Myers) 
again led the top 20 shows on the 
Nielsen report for the week of 
July 18-24. 

The second report on the stand- 
ings of summer shows registers 
a jump from 17th to fifth place 
for “Camel Caravan,” with a cor-| 
responding 2.1 point increase. 
Bristol-Myers’ “Break the Bank” 
also recorded a rise, from 19th 


| 
to sixth position, and a 2.2 in- 


Six of the first ten places went | 


| to three Friday night ABC shows 


and three Thursday night CBS) 
The ABC programs were 
Equitable Life’s “This Is Your 
“Fat 
On | 
CBS, the three shows were “Crime 
| Photographer”; “Suspense” (Auto- 

Lite), and “Mr. Keen” (Whitehall 


Pharmacal). 

International Silver’s aii 
| Theater” showed the greatest 
‘listenership point gain, an un- 


| show 


eral Foods); “Back Stage Wife” | 
| (Sterling Drug); 
| Happiness” 


usual 5.3 points, bringing the 
into the first 20 evening | 
programs for the first time this | 
summer. 

“When a Girl Marries” (Gen- 
and “Right to 
(Procter & Gamble) 
ended up in 1-2-3 order among | 
the daytime serials, giving NBC | 
a sweep of the first three posi- 
tions. 

The report on total radio usage 
per home per day was 3.4 hours, 
about the same as last report, but | 
off 3% from the listening level | 
of the comparable period last 
year. 


Chemical Group to Meet 


The Chicago section of the) 
American Chemical Society will 
hold its fifth National Chemical | 
Exposition and national industrial | 
_ chemical conference at the Chi-| 
/ cago Coliseum Oct. 12- 16. 


| graph Co., 


| following magazines: Charm, Cos- 


Total Audience Average Audience 
Cur. Prev. Cur. Points| Cur. Prev Cur. Points 
Rank Rank Program Rating Change Rank Rank Program Rating Change 
' { Jergens Journal ........ 14.2 40.8) 1 1 Jergens Journal ......... 12.4 +16 
2 2 Crime pishepaahes vee121 —1.0) 2 2 Crime Photographer ...... 99 —04 
3 3 Mr. District Attorney....11.7 —1.4| 3 6 This is your FBI......... 93 +01) 
4 7 This is your FBI........ 11.6 +H 4 3 Mr. District Attorney.... 9.1 —O.9) 
5 17 Camel Caravan .......... 15 +2.1/ § 4 Stop Music (4th Qtr.)... 8.7 — 0.8) 
6 19 Break the Bank......... 11.4 +22) & 8 (eae 84 +0.2 
7 9 The “Fat Man’’.......... 1.3 40.3/ 7 MN noe sic ccnceces 82 —1.2| 
Bee fo eptereeree os 3910 © Bub Oo bu... 8.1 41.2) 
9 Se Wa, Me ssdsenctecdats 10.8 +11) 9g » ‘gq se easapRR 719 «+04 
10 18 Adv. Sam Spade......... 10.8 +15) 10 9 Hallmark Playhouse ..... 1.9 0.0 
6 Stop Music (ath Qtr.)...106 -—O.7/ 11 1§ Adv. Sam Spade.......... 71.6 +05 
8 Hallmark Playhouse ..... 10.6 —0.5/12 WR Camel Caravan .......... 71.3 +16 
NR Silver Summer Theater...10.6 -+-5.3/ 13 11 Mystery Theater ........ 7.3 --0.3 
11 Take It or Leave It...... 10.4 +0.3)| 14 10 Take It or Leave it...... 70 = —0.7 
15 5 Big Story ..... Legs se¥eos 10.2 —23) 15 12 Philip Morris Night...... 70 = —0.5) 
12 Philip Morris Night...... 10.0 +0.1/ 16 Se <I aS babdececceceues 710 «6+0.3 
NR Spotlight Review ........ 10.0 +3.6/ 17 aS 69 —2.2 
S NR Can You Top This benkesea 99 -+0.9)| 18 WR Man Called “X”......... 69 +09 
NR Man Called “X”......... 9.7 +0.7)| 19 NR Mr. and Mrs. North...... 69 +08 
” 10 Mystery Theater ......... 96 —1.0| 20 NR Everybody Wins ......... 68 +19 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
0 a ae 1.7 —O3) 1 i 2 @erroorre 58 —03 
NR Gabriel Meatter (Carter)... 66 +2.6| 2 NR Gabriel — (Carter)... 5&1 +2.2 
Se GD: bisideeccasis Hr +0.9| 3 es _ reer 5.1 +0.7 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
1 1 When Girl Marries....... 3 —O8, 1 2 Back Stage Wife ........ 83 —03 
2 3 Back Stage Wife......... 9.1 -—64) 2 1 When Girl Marriés........ 82 —08 
3 2 Right to Happiness...... 88 -—0.8) 3 3 Right to Happiness....... 718 = =—0.7 
| 6 es  ) Pes 86 —0.1) 4 | ee 7.8 0.0 
5 4 Young Widder Brown..... 86 —05| 5 5 Young Widder Brown..... 1.5 —04 
6 5 Portia Faces Life........ 85 -—O5| 6 4 Portia Faces Life......... 1.4 —0.7 
7 9 Our Gal, Sunday......... 83 -—0.1| 7 8 Our Gal, Sunday......... 1.10 0.5 
8 8 Arthur Godfrey ......... 83 —0.4| 8 10 Ma Perkins (CBS)....... 10 O41 
9 12 Ma Perkins (CBS)....... 82 +02) 9 7 Pepper Young ........... 1.1 0.6 
10 ee jj eee 81 —0.7) 10 ie Ey nen degus suds ee 68 —04 
11 10 Wendy Warren .......... 719° —O.5/ 11 12 Wendy Warren .......... 65 —04 
12 -»~ i >@aeaguppee 716 —0.5 | 12 13 Lorenzo Jones ........... 65 —04 
13 14 Lorenzo Jones ........... 716 —0.2/ 13 11 Rom. Helen Trent........ 63 —0.7 
14 13 Rom. Helen Trent........ 713 —0.6/ 14 14 Arthur Godfrey ......... 6.2 -—0.4 
15 SEY eapowbasicceed 7.2 —0.21 15 NR Guiding Light ........... 6.1 +0.2 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES | 
1 2 Armstrong Theater ....... 85 —06; 1 3 Armstrong Theater ...... 6.9 03) 
2 3 Grand Central Station.... 1.6 —1.4| 2 1 Grand Central Station....6.5 —1.4) 
3 4 Give and Take............ 7.3 —09/ 3 NR True Detective Myst...... 5.5 +06) 
4 WR True Detective Myst...... 6.8 +0.9| .4 NR Give and Take............ 53 —07 
5 5 Adv. Archie Andrews...... 68 —1.2| 5 5 Adv. Archie Andrews..... 5.2 —1.0 
- 
Nielsen Report WU Appoints Garabedian: 


V. H. Garabedian, for the past | 
five years assistant advertising 
manager of Western Union Tele- 
New York, has been | 
appointed advertising manager of | 
the company, succeeding H. L. 
Hamilton, who has retired and is | 
living in St. Petersburg, Fla. Mr. | 
Garabedian was _ formerly in | 
charge of advertising and pub-| 
licity for Postal Telegraph Co. 


Maps Perfume Drive 


| 
Houbigant, Inc., New York, will} 
launch a campaign on Sept. 20) 
reintroducing Quelques Fleurs, | 
discontinued during the war, in 
newspapers in 94 cities and in the | 


mopolitan, Glamour, Harper’s Ba- 
zaar, Mademoiselle, The New 
Yorker, Redbook, Town & Coun- 
try and Vogue. The agency is 
J. M. Mathes, Inc., New York. 


Discontinues Cleaner 

Ethyl cleaner, formerly dis- 
tributed by Ethyl Specialties 
Corp., and more recently by the 
Ethyl Cleaner department of 
Ethyl Corp., New York, has been 
discontinued and is no longer 
available for sale. 


Hart Schatfiner & Marx 


| merly 


Launches Fall Drive | 


Hart Schaffner & Marx, Chi- 


fall with full-color pages in Col- 
lier’s, Life and The Saturday Eve- 
ning Post. The campaign will 
continue to feature human interest 
situations executed by noted 
magazine illustrators. 

The company will supply deal-| 
ers with material for newspaper, | 
radio, direct mail and outdoor | 
campaigns. The agency is Batten, | 
Barton, Durstine & Osborn, Chi- | 
cago. 


Kaner Moves 


Walter Kaner Associates, New | 
York public relations firm, for-| 
located at 505 5th Ave.,| 
has moved to 276 5th Ave. The) 
new telephone number is Murray | 
Hill 5-9640. 


Landers Promotes Bross 


Albert S. Bross, who has held 
various sales department positions 
at Landers, Frary & Clark, New 
Britain, Conn., for a number of 
years, has been appointed assist- 
ant general sales manager of the 
company. 


To Deutsch & Shea 


Kane Watch Co., New York, 
has appointed Deutsch & Shea, 
New York, to handle its advertis- 


ing. 


Addressed, gummed, perforated labels 


6,000 TAXICAB FLEET OPERATIONS 
99%4% accurate. $7 per 1,000. 
Sample 1,000 $12. 

25% with order. Balance C.O.D. 
The Taxicab Operator Magazine 


1737 Mowers St., Chicago 26, Il. 
Bassador 1319 


Keep Your Eyes 


EVENING POST. 98% of all 


newspapers. 


phase of interest to you. 


WHEN You LIGHT UP... 
SOUTH CAROLINA PROSPERS 


Whenever you light a cigarette you contribute to the 
prosperity of Coastal Carolina. For over 200 years the 
sale of tobacco has been pouring wealth into the pock- 
ets of South Carolina tobacco growers. 


Tobacco sales in South Carolina Border Belt markets 
began this year on Tuesday, August 3rd. Confident in- 
dications were that the 1948 crop of over 125,000,000 
pounds would bring an average price of over S50 cents 
a pound. Sale of this great cash crop will enrich South 
Carolina tobacco growers by approximately $65,000,000. 


The sure, certain way to reach these growers is 
‘hrough the NEWS & COURIER and THE CHARLESTON 


South Carolina is in the trading area of these two great 


We will be pleased to send complete data on this 
sound, prosperous market or details on any particular 


on Charleston! 


tobacco grown and sold in 


THE CHARLESTON EVENING POST 


Che News and Courter 
: CHARLESTON, SOUTH CAROLINA ss 
REPRESENTED BY THE JOHN BUDD CO, 


GREAT PUBLICATIONS 10 SERVE You 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 


THE ADVERTISING FIELD 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
INDUSTRIAL MARKET DATA BOOK 
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Kirsten to Sell 
Pipes Cheaper 
in September 


SEATTLE — A one-month sale of | 


Kirsten pipes at 40% off will be 


held nationally in September and | 


will be announced through adver- 
tising in Time for Sept. 6 and The 
Saturday Evening Post for Sept. 
15. 

The sale is tied to the tenth an- 
niversary of Kirsten Pipe Co., 
which introduced the metal-stem 
pipe of lightweight duralumin. 
Prices normally ranging from $6 
to $12.50 will be cut for the month 
to $3.55 to $7.45. 

The sale is unusual in several 
respects. 
sten “radiator” pipe is fair trade 
priced. A supplement to the com- 
pany’s price schedule was issued 
as part of a direct mail brochure 
sent to dealers at the end of Au- 
gust announcing the sale. 

To protect dealers’ margins, Kir- 


HALL 


HOME §F 


Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services .. . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted... 
with your name or trade 
mark .. . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED STEEL CO. 


JENKINTOWN, PA. Box ETD 


For one thing, the Kir- | 


sten permits retail outlets to buy 
as many pipes as they wish at 
their normal 40% discount from 
the sale prices. In effect, this per- | 
mits dealers to hold their inven- | 
tory, bought at normal prices, for | 


| 


regular trade after the sale is over, 
and to buy lower-cost merchan- 
dise so that they will have their | 
full percentage markup during the 
sale itself. 


| Expanded Campaign Follows 


| There is nothing to prevent 
'dealers from buying additional 
| stocks at the September cut price 
|if they wish, though Kirsten re- 
|serves the right to limit orders. 
The company sells direct to re- 
| tailers. 
| The month’s sale will be fol- | 
| lowed in October with a campaign 
in Esquire, The New Yorker, The 
Saturday Evening Post, Time and 
True, building up to the Christmas 
trade. 

Counter cards have been sup- 
plied to dealers as well as mats 
for local newspaper advertising 


of the Swiss 


int sic yy 


ADMIRING SWISS ADS—Latest advertisements in the Watchmakers of Switzer- 
land campaign, placed through Foote, Cone & Belding, were featured in the 
Swiss watch display at the National Retail Jewelers convention in New York. 
Left to right are: E. A. Pernet, Swiss vice-consul in New York; P. M. Fahrendorf, 
publisher, Jewelers’ Circular-Keystone, and Paul Tschudin, U. S. representative 


watchmakers. 


by the dealer, featuring the 40% 
saving during September. 

The sale is designed to reach 
new customers for Kirsten pipes 
and to help snap the quality pipe 
business out of the doldrums. The 
price cut is the first by Kirsten 
since prewar. For five years Kir- 
sten prices have remained un- 
changed. 

Pacific National Advertising 
Agency handles the account. 


Paul Titus, Radio 
America’s Head, 
Gets 1 to 5 Years 


| San Francisco—Superior Court 
_Judge Albert C. Wollenberg here 
| last week sentenced Paul Titus, 


Politics Makes 
Strange Airfellows 
as E-Day Nears 


New YorK—No less confused 
than the pclitical race itself was 
the scramble for radio time last 
week, as the political parties and 
their agencies tried to grab desir- 
| able segments and to set other 
advertising plans. 
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,plans are definite, and admitted 
‘that television is under discussion 
The Democrats hope to broac- 
cast President Truman’s Labor 
Day speech in Detroit on NBC, 
and have tentative plans for a 
| broadcast ‘on Sept. 27, Women’s 
| Democratic Day—with no net s«t 
| Virtually all of the Dems’ promo- 
| tion funds will go into radio. 
| The Republicans: are said to he 
_considering other media. 
| The Progressive Party has 
| signed the 9:30-10 p.m., EST, seg- 
ment on Mutual Nov. 1, as well as 
a Monday night series on NBC, 
(10:30-1:45 p.m., EST, starting 
| Sept. 13 and running through Oct 
25. Frederick-Clinton Co. placed 
|the Progressive Party’s time. 


‘Jardine Liquor Starts 
Campaign for Scotch 


Jardine Liquor Corp., Flushing, 
N. Y., is launching a campaign this 
month for Ambassador Scotch 
whiskies in newspapers and maga- 
zines. New York City promotion 
| begins this week in the New York 
|Herald Tribune and Times and 
| newspapers in Philadelphia, Chi- 
| cago and other key cities will be 
|used when distribution is ex- 
| panded. 
| Ads in Cue, Life and The New 
Yorker will emphasize the fact 
| that allocations of the Scotch are 
now arriving in limited shipments 
from Scotland. The agency is 
Monroe Gieenthal Co., New York. 


} 


Blackford Appointed 
Robert O. Blackford has been 


and Television 


Cascade Pictures 


now president of Radio America,| The Republicans and their new 
to San Quentin penitentiary for agency, Batten, Barton, Durstine 
one to five years, for conspiracy to |& Osborn, were discussing media 
|violate the California Corporate| and plans. Reportedly the GOP 


named advertising and sales man- 
ager of the Michigan Abrasive 
Co., Detroit. 


Programs Merge |Securities Act in connection with 


Cutver Crry, Cat.—A new tele- | a previous radio company stock 
vision-motion picture combination | sale. ‘ 
has made its debut on the West; AA learned that this develop- 
Coast as‘a result of the merger |™ent will not deter stockholders 
of Cascade Pictures of California | °! the proposed new national net- 
with Television Programs, Inc. 
| Bernard Carr, Cascade presi- to launch the net, which was not 
‘dent, continues as head of the new | volved in the criminal case. 
| organization. Charles B. Brown,| ‘Sentenced for the same terms 


formerly president of Television | WET€ Charles Husband and Ru-| 


'Programs, becomes a vice-presi- | 40lph Fjellstrom, who sold securi- 
| dont of Cascade under the merger | ties while working with the for- 
agreement, while Russell Furse,| ™er North American Broadcasting 
| formerly vice-president in charge | Company, of which Mr. Titus was 
‘of production for TP, heads up a| President. All three pleaded guilty 
new department devoted to book- | this summer to sale of approxi- 
'ing and distribution of video films | ™ately $15,000 of stock without 


work from going ahead with plans | 


'and packages. 

| The consolidation of the two 
companies, according to Mr. 
Brown, will permit him to devote 
more time to Video Broadcasting, 
a television station organization of 
|'which he is general manager. 

In addition, it is expected that 
the personnel and production fa- 
cilities of Cascade will assure 
an additional volume of quality 
film material both for other tele- 
vision stations and Video’s own 
| stations. The first of the latter, 
KTVU, Portland, Ore., is sched- 
juled to begin telecasting early 
next year. 

Cascade’s executive staff in- 
|cludes Roy W. Seawright, four- 
itime Academy Award nominee; 
'Richard H. Cahoon, formerly head 
of the editorial departments of 
Columbia Pictures and Hal Roach 
| Studios, and Raymond M. Fah- 
| ringer, formeriy with Disney Stu- 
dios, 
versal Pictures. 


-ANPA Names Evers 


| Edwin H. Evers, production 

manager of the St. Louis Globe- 
Democrat, has been named chair- 
man of the mechanical committee 
of the American Newspaper Pub- 
lishers Association, succeeding J. 
L. Stackhouse, publisher of the 
Easton Express. 


Adds Dodenhof 


Don Dodenhof, formerly art di- 
| rector of Chain Store Age and as- 
sociate art director of Hirshon 
Garfield Advertising Agency, New 
York, has joined Commercial Ad- 
vertisers, Columbia, S. C. 


Warner Brothers and Uni-| 


| proper registration with the state 
| division of corporations. 


Seek $6,000,000 

| Radio America, incorporated in 
| Nevada after the alleged violation 
/ took place, by last spring had de- 
| veloped a string of radio stations 
/agreeing to use the network. Ad- 
| vertisers would be charged only 
| $100 per station daytime and $200 
|nighttime per quarter-hour used. 
/'The network does not plan to 
|launch operations until at least 
| 200 stations affiliate (AA, April 
12). 

Chief reason why Radio Amer- 
|ica did not get going by last June, 
_as Mr. Titus predicted earlier, ap- 
/parently was unwillingness of in- 
'vestors to put a required $6,000,- 
000 into the company on terms ac- 
ceptable to Mr. Titus. Another 
_reason was need to await the de- 
cision of the court in the Cali- 
| fornia case. 
| It is understood present stock- 
holders (among them Howard 
Pearl, treasurer, who launched the 
venture with Mr. Titus) will pro- 
'ceed shortly to negotiate for the 
|required capital, realign the sta- 
tions in the network and begin 
cperations. 


Whitestone Heads Dorsey 


Dorsey Whitestone, co-founder 
and president for the past 33 years 
of the Rex Window Advertising 
Co., New York, has withdrawn 
from the company to head Dor- 
sey Display Corp., New York. The 


latter company was_ formerly 
known as Dorsey Whitestone & 
Associates. 


has the 11-12 p.m., EST, spot on 
| Nov. 1, election eve, on NBC and 
Mutual. The Democrats, through | 
| Warwick & Legler, have the hour | 
immediately preceding the Repub- | 
‘licans on both nets. 

The Democrats have some plans | 
for spot radio and for television, 
and are currently dickering for 
ithe same pre-election time slice. 
‘on ABC and CBS they now have | 
with the other nets. ABC has) 
‘a rule against awarding time for 
'a political broadcast until 30 days 
before it is to be made, or for a) 
political series until 30 days be- 
fore the initial broadcast. 


PUTT In TT fp DIESEL APPLICATION 


Nese, 
esiay 
ena DIESEL PROGRESS 


talks all of them to all of 
the men, everywhere, who can 


influence your Diesel sales 


Progressive Party, Too 


The GOP drive is being han-| 
|dled for BBDO by Ben Duffy, | 
president, and W. W. Crider, vice- | 
|president and assistant director of | 
‘radio. Mr. Crider told AA no| 


; COLOR 
PROGSS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates produced regularly for thelead- 
ing advertising agencies that have appeared in nationc' 
publications. You are always assured of faithful repro 
duction by highly skilled craftsmen whenever you us¢ 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-1 Service—Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order —c 
; _ definite saving of your TIME, TROUBLE and Money 


RESS 


New York 19, N.Y. 


2 West 45th Street, 


QUALITY REPRODUCTION IN... 
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Sweetser Calls 
for Fashion Push | 
in Apparel Field 


MILWAUKEE—Application of the | 
force of fashion to the men’s ap- 
parel industry is advocated by | 
G. T. Sweetser, publisher of Es- 
quire and Apparel Arts, in an ad- | 
dress prepared for delivery here 
today to the sixth annual conven- | 
tion of the National Association of 
Men’s Apparel Clubs. | 

The publisher points out that | 
the industry receives a smaller | 
share of the consumer’s dollar | 
than its importance warrants. He | 
says 1.8 cents of each dollar goes | 

. “ae 
into men’s stores and 3.2 cents in- | 
to women’s stores. More money | 
goes into bars, filling stations and | 
drug stores than into men’s stores, 
he says. 

Lack of application of fashion 
selling is a main factor, he says, 
advocating the creation and sale 
of related merchandise. “It’s not a 
fashion until the hat is meant to 
go with the suit, the suit with the 
shoes, the shoes with the socks, the 
socks with the tie, the tie with 
the shirt, the shirt with the hand- 
kerchief, etc.,” he declares, and 
points to the success of the Bold 
Look promotion last spring by his 
publications. He says an adver- 
tising check showed that retailers 
“spent well over $2,000,000 in 
newspaper space alone in promot- 
ing the Bold Look.” 

In urging the application of 
fashion and related selling, Mr. 
Sweetser points out, “You get re- 
lated selling if you have related 
buying. You get related buying 
if you have related production.” 
He says that “once the producers 
have done their job, once the re- 
tailers have done theirs and once 
we of the fashion press have done 
ours—we will be on the road up. 
. . We must cooperate and we must 
learn ... that what benefits the 
industry as a whole will ulti- 
mately benefit each one of us as 
individuals.” 


ANPA Sees Peak 
Year for National 
Newspaper Ads 


New YorK—National advertis- 
ers’ expenditures in newspapers, 
if continued at the rate set during 
the first six months of the year, 
are expected to hit a new all-time 
high of $423,984,000 in 1948. 

Harold S. Barnes, acting direc- 
tor of the ANPA’s Bureau of Ad- 
vertising, released the projected 
figure, which represents a 14.7% 
gain over the record $369,000,000 
in national advertising carried by 
dailies in 1947. 

Data for the first six months | 
was based on an index compiled | 
by Dr. Hans Zeisel, director of re- | 
search at McCann-Erickson. Mr. | 


Barnes estimated that two-thirds | 
of this year’s gain is due to in- | 
creased linage and one-third to) 


rate increases. 


Donnelly Names O’Brien © 

John Donnelly & Sons, Boston | 
outdoor advertising company, has | 
appointed Patrick E. O’Brien as) 
midwestern sales manager and has 
established a new office at 35 E.| 


Last Minute News Flashes 


Alka-Seltzer Buys Shriner, ‘Hilltop House’ 

ELKHART, IND. — Miles Laboratories, which drops “Lum ’n’ Abner”’ 
on Sept. 24, has signed Herb Shriner, comedy star of the show “In- 
side U. S. A.,”’ and the Raymond Scott Quintet to replace the Arkansas 
duo on CBS at 5:45-6 p.m., EST, beginning Sept. 27. In addition to 
the five-a-week program, Miles also will enter the daytime serial field 
for the first time with “Hilltop House,” also CBS, 3:15-3:30 p.m., EST, 
Monday through Friday, beginning Sept. 30. Both shows will plug 
Miles’ Alka-Seltzer and One-A-Day brand multiple vitamins, through 
Wade Advertising Agency, Chicago. 


Tyson to Head Weekly Newspaper Bureau 
Cxuicaco—National Editorial Association’s Weekly Newspaper Bu- 
reau has been moved from Syracuse, N. Y. to Chicago. John M. 
Tyson Jr., formerly representative of the Newspaper Advertising 
Service, another NEA affiliate, was named manager of the bureau. 


Pet Milk to Air Mary Lee Taylor Show 


Sr. Lovis—Beginning Oct. 23, the May Lee Taylor Show, sponsored | 


by the Pet Milk Sales Corporation, will begin a 52-week stint ovei 
the full NBC network between 9-9:30 a.m., CST, from KSD, here. A 
West Coast repeat will be aired at 12:30 p.m., through Gardner Ad- 
vertising Company. In addition, the Pet Milk Show with Vic Damone 
will start Oct. 2 over the NBC web from New York. 


Rubinstein to Use Magazines for New Scent 


New York—Helena Rubinstein, Inc., will introduce “Best Seller,” 


a “fragrant medium between a toilet water and perfume,” in ads in 
Charm, Glamour, Mademoiselle and Seventeen beginning Nov. 1. The 
company will also have tie-in window displays with Doubleday on 
the best seller theme. The agency is Advertising House, New York. 


Tele-Tone to Break $500,000 Co-op Drive 

New YorK—The Tele-Tone Radio Corp. will break a $500,000 co- 
operative newspaper campaign with copy in all television cities, start- 
ing in two weeks. The company, which last week introduced two 
new 10-inch video sets priced at $249.95 and $279.95, will emphasize 
television in its fall-winter drive. 


Chap Stick Co. Uses ‘Life,’ ‘SEP’ for Chap-Ans 


fall for a new product, Chap-Ans, a hand cream for men. 
appear in Life and The Saturday Evening Post. The agency 
Lawrence C. Gumbinner Advertising Agency, New York. 


ment—which locals and employers 
were urged to sign—establishes 
uniform procedures and codes of 


Printing Progress, 


LyncuBurG, VA.—The Chap Stick Co. will launch a campaign this | 
Ads will 
is | 


ee en Paper, Personnel 


4 Magician! 


Shortages Retard 


Argentine Ads 


New York—The shortage of 
specialized personnel and paper 
is hindering advertising in Argen- 
tina today, Ricardo De Luca, pre- 
prietor of Publicidad Tan of 


'Buenos Aires, and chairman of 


the Argentine Association of Ad- 


'vertising Agencies, told members 


|tising in Argentina. 


of the Export Advertising Asso- 
ciation here last week. 

One solution has been the es- 
tablishment of a school of adver- 
But, in Mr. 


/De Luca’s opinion, American ad- 


| States. 


vertising directed toward Argen- 
tines should be prepared in Ar- 
gentina rather than in the United 
Mr. De Luca explained 
that some American advertising 


/does not exactly fit in with the 


iva os esas es 98) Argentine way of life, citing an 
gn ean 3 a . American ad which pictured a 
eee e] —— 8, / | woman in overalls, apparently 
fee tog nt pr 108 Come ey =. = | dressed for factory work. 

— oO Mr. De Luca explained that 
— viene ae . Argentine women are not accus- 


DOUBLE EXPOSURE—The National 
Cotton Council will run the one-third 
page at right in September and the 
other ad in November in five farm pub- 
lications to promote cotton bags. Cou- 
pons offer a cotton bag sewing booklet. 


The Buchen Co., Chicago, is the agency. 


NLRB Asks 
Contempt Action 
Against ITU 


tomed to working in factories, and 
| therefore the ad is a misfit in his 
country. The exception to this 
| suggestion of preparing ads in Ar- 
| gentina is posters, he said, which 
|/can be produced more cheaply in 
|the U. S. 

When asked about editorial 
censorship in Argentina during 
a question and answer forum fol- 
, lowing his speech, Mr. De Luca 
| said some newspapers have diffi- 
culties because of their policies 
| with the government, but gener- 
| ally the papers are free to express 


INDIANAPOLIS — The National their editorial opinions. 


| Labor Relations Board filed a peti- 


ition in federal district court last | 


Labor Headline 
PIA’s Agenda 


| WasHINGTON — Technical ad- 
vances in printing and problems 
of labor and personnel relation- 
|ships will share top billing at the 
Printing Industry of America’s 
|annual convention in Chicago Oct. 
20-23. 

Heading technical discussions 
| will be Frank F. Pfeiffer, Reynolds 
& Reynolds Co., Dayton, chair- 
man of the PIA research com- 
|mittee. Some of the speakers will 
be R. Verne Mitchell, chairman, 
Harris - Seybold Co., Cleveland, 
‘president of National Printing 
|Equipment Association; Wade Gis- 
‘wold, executive director, Litho- 
‘graphic Technical Foundation; H. 
|E. Swayze, Dow Chemical Co., 
land a panel with members from 
the research committee of the 
|American Newspaper Publishers 
|Association and representatives of 
|companies making Vari-Type, 
‘Lithotype, Justowriter and con- 
‘ventional composing machines. 

Labor sessions will be split be- 
tween meetings of the Union Em- 
ployers Section and Master Print- 
‘ers Section (open shop employ- 
ers), with Thomas P. Henry Jr., 
Thomas P. Henry Co., 


The Master Printers session will 
be chairmaned by Clyde K. Mur- 
phy, Blackwell Wielandy Co., St. 
Louis. 


PIA, PRESSMEN LAUD 
JOINT ARBITRATION 
WASHINGTON — Although the 


Detroit, | 
|president of the UES, presiding. 


conduct for arbitrating issues in 
dispute, whether they arise during 
‘a contract or during negotiations 
for a new contract. 

It said: “The International Un- 
ion and the employers feel that the 


jacceptance of arbitration proce- | 


|dures is the obvious conclusion to 
'a deadlock in collective bargain- 
‘ing rather than strikes, lockouts 
‘or other demonstrations of force. 
'Arbitration is the logical, sensi- 
‘ble and sound means of terminat- 
ing negotiation deadlocks. If all 
labor and management had prac- 
ticed arbitration in the past few 


|years, the labor-management pic- | 


|ture today would be vastly differ- 
ent. Only when force, rather than 
|reason, became the dominant char- 
‘acteristic of labor negotiation did 
ithe subject of the need for labor 
legislation arise.” 


| Bendix Plans New Drive 


Bendix Home Appliances, Inc., 
| South Bend, Ind., will spend $1,- 


| 550,000 in a new campaign for its. 


|automatic washer, starting with 
|newspapers on Sept. 5 and the 
Sept. 11 and 18 issues of Collier’s 
|and The Saturday Evening Post. 
| Other magazines to be used before 
| the end of the year are American 
|Home, Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, Life and Parents’ Maga- 
zine. In addition American Ex- 
porter, Architectural Forum, Elec- 
| trical Merchandising and Retailing 
| Daily will be used. 


CBS Signs Standard Oil 


| The Standard Oil Co. (New 
| Jersey), through Marschalk & 


Wacker Dr., Chicago, where Mr. | Printing Industry of America’s | Pratt, New York, will sponsor the 


O’Brien will make his headquar-_| 
ters. Mr. O’Brien was formerly 
with the Chicago Daily News, 
D’Arcy Advertising Co. and Gen- 
eral Outdoor Advertising Co. 


Pierce's Starts Drive 


Pierce’s Proprietaries, Inc., Buf- 
falo, is launching a newspaper 
campaign in more than 50 cities 
throughout the country for Dr. 
Pierce’s Favorite Prescription, 
through its newly appointed agen- 
cy, Joseph Katz Co., New York. 
Duane Jones Co., New York, pre-| 
viously handled the account. 


Union Employers Section and the 
International 


America revealed their arbitration 
pact some time ago, last week 
they released the copy of a joint 
letter signed by Thomas P. Henry 
Jr. and George L. Berry, presi- 
dents, respectively, of both organ- 
izations. 

In essence, it was a high-pitched 
sales letter, aimed at selling both 
pressmen and employers on the 
virtues of arbitration. 

It pointed out that the agree- 


Printing Pressmen | 
land Assistants Union of North 


New York Phiiharmonic’s Sunday 
afternoon concerts over CBS 
starting in October. This is the 
company’s first network broadcast 
since it backed Guy Lombardo in 
1936. 


Will Plug New Perfume 


Coty, Inc., New York, will in- 
troduce a new perfume, Paris 
de Coty, in October in the follow- 
ing magazines: Cosmopolitan, Cue, 
Good Housekeeping, Harper’s Ba- 
zaar, Life, Redbook, The New 
Yorker and Vogue. The agency is 
J. D. Tarcher & Co., New York. 


ladjudged in civil contempt 
court for allegedly continuing to 
insist on illegal contract clauses 
in defiance of an injunction. 

The petition, filed on behalf of 
Robert N. Denham, general coun- 
sel of the NLRB, asked the court 
to order the ITU to discontinue all 
support and authorization of the 
strike of ITU Local 16 against the 
Chicago and Hammond, Ind., 
newspapers and to stop payment 
of strike benefits there. If the 
court upholds the NLRB conten- 
tions and the union resists, the 
court could impose a heavy fine. 
| The injunction which the ITU 
|is accused of defying was obtained 
|by NLRB attorneys in the same 
!court March 27 and was based on 
'charges filed with the NLRB by 
the American Newspaper Publish- 
‘ers Association, which claimed 
that ITU was violating the Taft- 


Hartley law. 


Davis to ‘Collier's’ 

Mrs. Tobe Coller Davis, founder 
'and head of Tobe & Associates, 
| New York, fashion and merchan- 
dise consultant, has been ap- 


pointed women’s fashion editor of | 


Collier’s, New York. Mrs. Davis 
is also co-director of the Tobe- 
|Coburn School for Fashion Ca- 
reers, New York. 


Ads Plug Marvels Price 


Stephano Bros., Philadelphia, is 
lrunning a series of ads in 280 
newspapers throughout the coun- 
try announcing that there is no 
|increase in price for Marvels cig- 
arets. The agency is Aitkin- 
Kynett Co., Philadelphia. 


Venus Promotes Shuler 

George Shuler, sales representa- 
tive in eastern Ohio, has been ap- 
pointed sales manager of Venus 
Foundation Garments, Inc., Chi- 
cago. 


WHCC Names Hammett 

Jack Hammett, formerly with 
Station WORD, Spartanburg, S. C., 
| has been appointed commercial 
manager of Station WHCC, 
Waynesville, N. C. 


week asking that the AFL Inter- AmericanHeritage 


national Typographical Union be | 
of | 


Schedules Special 
‘Labor Day Ad 


New YorK—Daily and weekly 
newspapers received more than 
1,150 mat orders last week on 
the special Labor Day advertise- 
ment prepared for the American 
Heritage campaign, the Advertis- 
ing Council reported. 

The ad says that although La- 
bor Day is a holiday, it is not a 
day off for liberty. It points out 
that there are “millions in other 
countries who can’t enjoy Labor 
Day or any other day.” 

Prepared by Newell-Emmett 
Co., New York, volunteer agency, 
the American Heritage program, 
carried on in cooperation with the 
|American Heritage Foundation, is 
designed to remind Americans of 
the responsibilities of citizenship. 
W. B. Potter, director of ad- 
vertising operations of the East- 
man Kodak Co., is coordinator, 
and Helen J. Crabtree is the coun- 
cil’s staff executive for the project. 


R&R Elects Bell V.P. 
and Ames Secretary 


Joseph B. Bell, assistant treas- 
urer of Ruthrauff & Ryan, New 
York, has been elected a vice- 
president of the agency. Mr. Bell 
joined R&R in 1928 as chief ac- 
countant. 

J. Lewis Ames, house counsel of 
the agency, has been elected sec- 
retary. 


Joins Adam J. Young 

William J. Reilly has been 
named manager of the Chicago of- 
fice of Adam J. Young Jr., Inc., 
radio station representative, New 
York. Mr. Reilly formerly was 
sales manager of Weed & Co.’s 
midwestern office. 


Resigns Bitters Account 


Donahue & Coe, New York, has 
resigned the account of Angos- 
tura- Wuppermann Corp., New 
York, effective Sept. 15. The com- 
pany is expected to appoint a new 
agency this week. 


13 ah aX oe jae = ee a a, Pa cys ~~ - pes? fi ee eat Sm wei! te cat aac cg ins, Yd oan ave % ; gee Lae, oe ae oo) a ae patty, 
i | be ard a a i ial al cates m3 ee 9 eee ey i 5 aa aa See i eer ae. 2 a ee of ivi sed ae aaa ie oi eee eM Lo el ee ai ae eee ie = Vor ae “ 
Pe 4 EO: ee % wee Sadat ee ‘fa ie ee ae a ae amroy |: i si re ee <9 ee a oN ge ke : re + ey ae: a = ail ee Pa cat. 3 a ite 
Siri sigs ae ey oe ee eae ee eae = a pe oe a ee eee © J a a oe ee - eh nt a ee ee ee ee, a a oe i see 
Pa ee ee a oe ae oo Pie ae. ae <a Die esa acs! ee ae Fu : Be od ue eee bes ae Se Pe ee Sais eres ies Dae ds) s).aaial Wee eee Be. 2s 
4 E ; = Bs Be da 2a. : a oe ; : ; © a Sa OL Se ae pone cas ie ee: ey 7 Pi: ee 
oe 2a eS 2 7 = i es 
“| U4% oe 
’ ‘a hea 
-. Ee. 29 
oe 
ee * 
. «* + . 
ae : ee 
Cs 4 po 
“_ reeds 
i ete. 
, J moe AY Sues = 
¥ . *° ‘ss - ._. 7 
al j ; ‘ a ail is 
promo- JP g/ wa ane ( 7 
j 7 
* 7 : 
10. t é ‘ “S - 
d to he Di i Me - 
~ ee 
P = 
Y has ee . . 
ST, seg- aes. 
ior < a2 .* 4 
oe el 
PM. 
ore as ee 
a er <— 
Seta, 
hy ohen the s peniy bong op mo lgare'a ‘ 
the evar with pares Lashtuned (rom re J a 
tong wearing ate! Canon Feed aren sy 
Rage Vour teed supplier has chem in ta 
whites. two’ © here are ae 
home snd (am that yew oan eanily we dullars sem hefure ond . 
@aske voureit and 4: sahetsntial ie S64 stats. thm om? pete ted 
sovings’ The FRED Conon Bag Sew ° Ee! eee" 
cog Beoshist lis how. shows hae. abing jot abot everssbing | WR 
cotter senans the home and family trom cone ie 
pe feed bags Cher toed supplier has . = 
, ae ’ Hem ia many lovely patierns and os 
3- 
* < alors, plain * bites tow. And re 
3 f ™% : nore - t te “" ves ~ ~~ : 
ta) ~ Rensbet shows how, sells how fo 
ae a glad 3 seas bor is... yare'll he, OY 
secre 
=," a 
SS 
De eeeeeeeeeeeeeEEEeEEEEEeEOeeEeEeEE——eEeEE ee 
——————— 
IRE SS 
: 
o all of : 
who can 
~ ere 
se cn aloe 
el sales aaa 
2 | a 
- 
—E 
| tS aneansenene i 
aie 
oth 
rs 
- 2s 
Neri aa 
a ; 
<2 ae 
—_ _ oe 
a a. 
ae 
mets 
f ie 
ere 
; — 
ee ay : 
»G ex 
aca 
ee ae 
ss me: ae 
ie ie 
Be ideas 
Sena 
PO aaa 
Pas a 
a. 
ee " 
a a 
C 
af 
ee 
Po a 
poe or 
ih 
PO of 
: a 
» ” | it. 2 : a 
’ Sed 
eae 
Pee Figs 
abs Rake : 
i aoe 
Me we 
a 
ri i # \ 
_ MEST A ne eat Haeshe4 oe Oe eR Sa or eek a a sf SiR N gs ee eee Bt A cM Coe tee eas ty at rhea pg es ns re Se acai ners é os ae eee s a oa ueciin’ pe é ogee 
SPE COR are ONE ET Nem eg Se eg Meet ah ht a sl pap Se Oe OE RR Ne RSL EAS GF Oy SN ere Phau ae eR Ronen, Yaee Te ERIB AC Td rn Sala. ere en Wee es Ine ap ata Oa Lah SLCC, ibis? A a aa Ie cag! Senn | Oi hs ce aera Sgr te. ea ek , Ha An r ae ae aes oe SST ae © ee ee 
Sa aS ha i ae eo i ah em a ni eats iM eek ae Sah eM ere mae ee tote ae at 


THE HAIRE PUBLISHING COMPANY 


announces the purchase of 


COSMETICS 


and 


PA) TOILETRIES TRENDS 


and their consolidation into one single 
merchandising business magazine to 
most efficiently serve the buyers in this 
field... and to simplify the advertisers’ 
problem in reaching the full buying 


power of these industries 


_ The new magazine will be known as 


Camels und. foil / 


It will appear monthly beginning 
with the SEPTEMBER 1948 issue 


Ww 


Our aim is to make this new magazine 
“The Business Paper of the Industry” 


Ww 


HAIRE MERCHANDISING PUBLICATIONS 


1170 BROADWAY + NEW YORKI,N. Y. + MUrray Hill 3-8700 


HOUSE FURNISHING REVIEW + HOME FURNISHINGS MERCHANDISING + CROCKERY AND GLASS JOURNAL 
LINENS AND DOMESTICS - CORSET AND UNDERWEAR REVIEW + INFANTS’ & CHILDREN’S REVIEW 
HANDBAG BUYER - FASHION ACCESSORIES - LUGGAGE & LEATHER GOODS - NOTION & NOVELTY REVIEW 
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